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Executive Summary 
Devold of Norway is a Norwegian textile producer, with wool products as textile. The 
company was founded in 1853, and has been producing garments of high quality ever since. 
The authors of this paper have emphasized through research to examine whether or not the 
German market will be attractive for further penetration. Devold of Norway is at currently 
represented in a handful exclusively selected retailers in Bavaria – through an Austrian 
distributor. This form does not provide the company with sufficient sales volume. In the event 
of this, head of exports at Devold challenged the authors to develop an alternative strategy in 
order to restructure this. 
The thesis contains an internal and external analysis, summed up in a SWOT analysis. 
Further, the authors have included relevant theories and implications in order to seek to fulfill 
the wishes of Devold of Norway. 
Through our analysis, we found that the German market combined with the preparedness for 
internalization represent good possibilities for entry. 
The authors found that it would be most desirable for Devold of Norway to enter the German 
market through a distributor, who can fulfill requirements presented in the thesis. 
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1 Introductory Chapter 
1.1 The scope of the thesis 
This market research report we have undertaken is the final work of our Bachelor 
of Science degree in International Marketing in conjunction with the University of 
Mannheim and BI Norwegian Business School. The thesis was conducted in a 
group of five students on behalf of the Norwegian base layer apparel producer, 
Devold of Norway AS. 
The authors will from now on address Devold of Norway AS as Devold. 
1.2 Objective 
The objective with our thesis is to provide Devold with a strategic 
recommendation to support the company’s further penetration of the German 
market. With a thorough reasoning we will aim to structure the strategy based 
upon a well-founded analytical approach.  
1.3 Problem definition 
In order to emphasize that our report should be focused and aimed towards 
meeting Devold's requirements, our problem definition is developed in 
conjunction with the Head of Exports, Mr. Dag Inge Sandvik. 
“Should Devold further penetrate the German market, if found attractive” 
1.4 Research limitations 
 Most of the respondents to our survey were students, selected from a 
convenient sample, which could represent a weakness. 
 Due to the fact that our survey was conducted online, there could be 
weaknesses related to personal specific matters such as stress, too fast or 
simply not taking the survey seriously.  
 We had limited monetary resources, experience and time to conduct our 
research. 
 We had limited knowledge and insight about Devold. 
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2 Devold of Norway  
2.1 Company Profile - Devold of Norway since 1853 
Devold has been producing durable, high quality wool clothing since 1853, and is 
in fact the oldest manufacturer of knitwear still in operation in Norway. The finest 
quality wool has always been the main raw material for the products produced by 
Devold. Throughout the existence of Devold, production and utilization of wool 
has been a top priority, and is renowned for their high quality garments. Wool has 
unique fine qualities that keep your body temperature stabile even in the most 
challenging outside weathers. Today’s products from Devold are soft and light to 
wear and meet the modern requirements for comfort and design. 
Ole Andreas Devold founded the company in Ålesund, on the western coast of 
Norway in 1853. The initial customers of Devold apparels were the fishermen and 
workers who had to cope with the harsh and demanding climate along the 
Norwegian coast. The most important products during the initial growth period of 
Devold were “Blaatrøie” “Rødhua” and “Islender” – these were specially made 
for the fishermen. Both Blaatrøie and Islender are important products in Devold’s 
collections even today, after serving consistently for over 150 years.  
The popularity of Devold’s products spread throughout Norway and abroad, and 
early explorers such as Nansen, Amundsen and Ellsworth chose knitted wool 
products for their expeditions to the North Pole as well as the South Pole. 
2.1.2 Flakk Holding Group AS - Ownership 
Devold of Norway changed ownership in 2006 to be 100% owned by the Flakk 
Holding Group AS. This provides a platform of safety to the company in terms of 
financial reliability and possibilities for future growth. Flakk Holding also owns 
other key subsidiaries important for Devold, such as UAB Devold – which 
handles the cutting and sewing of Devold’s garments. 
The start of what today is known as the Flakk Holding Group AS is nothing but a 
success story. The founding started when Knut Stafset – grandfather of current 
chairman and CEO, Knut Flakk, started Spjelkavik Barnevognsfabrikk AS in 
Devold of Norway – 3rd of June, 2011 
 
 
 5 
 
1933.  Production ranged from supplying the local furniture industry with 
hardware components, and mainly the production of baby strollers.  
As Knut Stafset passed away, the business kept prospering, and his son in law – 
Egil Flakk took over. The company changed name to “Spilka AS” and later 
started the production of window hardware, which became a hit today known as 
the H-Window system. This system laid basis for an entire new window industry 
in Scandinavia.  
Today, the Flakk Group is put together by businesses representing different 
industries, ranging from travel and tourism to helicopter services, energy saving 
building materials, lightweight composites, innovative log homes, and natural 
textiles.  The companies in Flakk Holding’s diverse portfolio share this common 
vision: “they are all aiming to develop profitable products that can contribute to 
the enhancement of life and to a sustainable environment.” 
The core values of the Flakk Group could be identified by the letters 
F(fellowship), L(long-term view), A(ambitions), K(know-how), K(creativity). 
 
2.1.3 Organizational structure 
Devold has its headquarters located in Langevåg at the old factory site in the 
outskirts of the city Ålesund. Head of Export, Mr. Sandvik, claims that the top 
management has a flat and informal structure, where the communication-flow 
between departments is dynamic and efficient.  
Product development, sales and marketing, as well as procurement and 
administration are located at the company headquarters in Langevåg, Norway.  
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Devold of Norway has a total of 215 employees, whereas 35 in top-management 
positions. 
2.1.4 Markets and production 
Devold of Norway started early with exports, due to fishermen usually travelling 
abroad and often brought garments. Initial exports were to Russia, Greenland, 
Iceland, South Africa and the Faroe-Isles. As of today, Devold is represented in 
following markets: Austria, Belgium, Czech Republic, Denmark, England, 
Estonia, France, Faroe-Isles, Finland, Greenland, Germany*, Iceland, Lithuania, 
Luxemburg, Portugal, Poland, Russia, Spain, Switzerland, The Netherlands, 
Ukraine and the USA. 
The company initiated production in Lithuania in 1998 due to a need to cut costs 
in order to ensure that Devold Tekstil AS (now Devold of Norway AS) could 
meet the demand in the market. Unfortunately, the cost effect of this came later 
than expected, and Devold Tekstil AS went bankrupt. 1st of July 2002 Devold of 
Norway AS was started, as a prolongation of the previous company, continuing 
with the production facilities in Lithuania. 
According to head of export, Mr. Sandvik, Devold is currently close to a 
maximization of production capacity, but is considering the possibility to expand 
the current facilities in the Panavezys area in Lithuania where the current facility 
is located. 
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2.1.5 Current entry mode in Germany 
Devold has given DB-Trading GmbH in Graz, Austria the right to distribute to a 
handful of carefully selected retailers in southern Germany, in addition to Austria. 
However, the products being distributed are mainly the old and cornerstone 
products from the company (Blaatroie, Islender etc.), not the more volume 
intensive products we will focus on in this thesis. 
Mr. Sandvik defines this mode as an initial trial export situation, whereas a 
structural change is under consideration if found desirable. 
2.1.6 Internationalization strategy  
Devold has manifested within its strategy to mainly utilize entry strategies in 
foreign markets through distributors. This is reasoned with that Devold aims to 
always be able to have products available to its end-customers, and therefore 
focus to develop a reliable network of distributors with good market knowledge 
and the ability to keep stock. Devold makes use of agents in the Faroese and 
Finnish market.  
2.1.7 Goals for export 
In 2009, exports accounted for 15 % of the total revenues. In 2010, this share 
grew to 18 %. The management’s goal is to increase this share to 40 % within 
three years. 
2.1.8 Financial situation 
Devold has experienced an increase in turnover due to growth and market share 
on the Norwegian market. The Norwegian market represents its most significant 
market in regards to market share and sales volume.  
In the fiscal year of 2009 Devold managed to reach sales turnover at 154 million 
NOK (€19.5million) – a slight setback from the previous year. Due to growth in 
the Norwegian and international markets, Devold increased sales and achieved a 
total of 179 million NOK (€22.7million) in the fiscal year of 2010. According to 
head of exports, Devold is currently in a strong economic situation. 
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2.1.9 Product lines 
The company has two product lines, serving two different market segments. The 
Devold Outdoor Collection includes a wide range of functional garments tailored 
for the sport and leisure consumer markets. The Devold Protection Collection is 
mainly aimed towards the industrial and professional markets. A large proportion 
of these products is flame-retardant, and produced to serve fire brigades as well as 
electrical power plants, and the oil and gas industry. 
This report will be conducted towards the consumer market, and will therefore 
solemnly be considered around the Devold Outdoor Collection. 
2.1.10 Product range – Devold Outdoor Collection 
Devold delivers a broad variety of product, which includes Active, Multi Sport, 
Pulse, Breeze, Nature, Expedition and Optimum. The variety in the product range 
supports different segments and consumers. The Expedition range is more durable 
and endures though environment and usage. Devold has expressed that we should 
focus on multi-sport, due to this product being the most volume intensive and 
most easily adaptive in foreign markets.  
Multi-Sport is light knitted apparel consisting of 100% merino wool. The comfort 
zone stretches from +10˙C to -10˙C. Multi-Sport is perfect as a base layer in 
activities with a lower intensity, examples are hiking, cross country skiing and 
even in as an everyday base layer or leisure wear. Another interesting aspect with 
Multi-Sport is that it is made of Total Easy Care Merino – which could be tumble-
dried at low temperatures and machine washed.  
Multi-sport supports a wide product range consisting of long- and short sleeve 
tops, long johns, boxer shorts, bras and beanies. 
 
 
 
Devold of Norway – 3rd of June, 2011 
 
 
 9 
 
2.2  Merino wool - facts 
Merino wool is a 100% natural, organic and renewable fiber, which also is 
naturally flame retardant. Apparels by Devold are made of long fibred merino 
wool traded exclusively from mulesing free farms in Australia, New Zealand, 
South Africa and South America.  
Since the diameter of the fibers of the merino wool is just a 
fragment of that of ordinary wool, it feels much lighter and 
softer on the skin. The function of merino is to naturally 
absorb and release moisture, in other words – to cool down or heat up the body 
temperature. Garments made of merino wool absorb up to 35% of its net weight 
without feeling wet. 
Another interesting aspect with merino wool is that it 
has a natural resistance from odor. Garments made of 
merino wool could be used for days, without smelling. 
The odor-bacteria prefer the flat and positive charged 
surfaces (above), typically synthetic fibers (Devold.com). 
The farmers in Australia have consolidated under an independent public company, 
The Australian Wool Innovation (AWI). The purpose of this company is to 
initiate commissions, provide market data and ensure trade development. The 
AWI is owned by the Australian woolgrowers (Australian Government 2011). 
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3 Methodology and data collection  
3.1 Introduction 
This part is meant provide the reader with an understanding of the methods used 
to answer the problem definition and research questions, and why these 
approaches were chosen. To structure the methodology part the authors used 
Gripsrud, Olson and Silkoset’s (2008) research process model.  
3.2 Research aim and research questions  
The objective with our thesis is to provide Devold with a strategic 
recommendation to support the company’s further penetration of the German 
market. With a thorough reasoning we will aim to structure the strategy based 
upon a well-founded analytical approach. 
The purpose of our research was to assess Devold’s possibilities for a 
strengthened position in the German merino wool base layer market.  
 How are the consumers’ attitudes and knowledge of wool? 
 How are the consumers’ attitudes concerning Norway as the country of 
origin? 
 How are the consumers’ attitudes concerning eco-friendliness? 
 What impression do the consumers have of the brand Devold of Norway? 
 What are key criteria from a retailer perspective when introducing a new 
brand in the portfolio? 
3.3 Research design  
The research design describes how to manage the research process, which 
specifies what kind of data needed to answer the research questions, how to gather 
the information and, finally, how to analyze it (Gripsrud, Olsson and Silkoset 
2008:53). Which type or types of design to choose depends on three factors. 
Initially, it depends on the analysts’ knowledge of the subject, secondly, on the 
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ambition level of the analysis, and finally, whether the purpose of the analysis is 
to explain links between different factors.  
3.3.2 Explorative Design 
The authors had limited knowledge of the topic. To expand the knowledge area 
and explore it in a deeper sense we found the explorative design to be most useful. 
We conducted focus groups and interviews – the most commonly used methods 
(Gripsrud, Olsson and Silkoset 2008:61). 
3.3.3 Descriptive Design 
This type of design is useful when the analyst has a basic understanding or 
knowledge of the problem area. Descriptive design is used to test hypotheses and 
it is mainly concerned with quantitative forms of analysis. To expand the 
knowledge on the topic we used explorative design. In order to describe and 
identify the level of the German consumers’ wool knowledge and attitudes 
towards wool, we carried out a survey (Gripsrud, Olsson and Silkoset 2008:65). 
3.3.4 Causal Design 
Causal design is concerned with experiments and finding causality between 
variables (Gripsrud, Olsson and Silkoset 2008:65), but is not applicable in our 
research. 
3.4 Data collection 
In order to answer the problem definition, we needed to retrieve information 
from various sources. There are two types of data, namely, primary and secondary 
data (Gripsrud, Olsson and Silkoset 2008:78). In order to establish a fundamental 
understanding of the topic, we used secondary data. On topics or areas where the 
needed information was not available, we collected primary data through a 
survey, interviews and a focus group. 
3.4.2 Secondary data 
Secondary data can come from two sources: 
 Internal – Those within the company 
 External – Public sources and standardized research 
Devold of Norway – 3rd of June, 2011 
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(Gripsrud, Olsson and Silkoset 2008:80) 
An internal source which has been an important contributor for this thesis is Mr. 
Sandvik. An example of a standardized research used in the thesis is Euromonitor. 
A public source we have used is Statistisches Bundesamt. The advantages of 
secondary data are its low or no costs as well as its high availability, which both 
were important to us due to limited resources. Secondary data may contain the 
same weaknesses or errors primary data might have (Gripsrud, Olsson and 
Silkoset 2008:79). 
3.4.3 Primary Data 
We collected primary data in order to answer our research questions. Our research 
questions required two different approaches, one towards consumers and one 
towards retailers. We had limited knowledge on both areas we examined; 
therefore, we started by doing qualitative, explorative research methods. 
Focus group 
We organized a focus group in which the participants were selected by 
convenience sampling. By starting with an explorative approach, the validity of 
later surveys will be strengthened, especially when it comes to the content validity 
(Gripsrud, Olsson and Silkoset 2008:120) Our explorative focus group consisted 
of 6 young adults, age between 20 and 28, living in Mannheim.  
Findings 
Regarding attitudes towards wool, we discovered that there was a general 
conception that wool itches, and that it is mainly used in big pullovers etc. One of 
the male participants was of the perception that wool was a cheap garment. 
Another interesting perspective we discovered was that wool was perceived to be 
a winter product, and not typical for sport activities. None of the participants paid 
attention to the content tag of the product, but preferred to feel the product prior to 
purchase instead. One of the girls had a strong preference for strong colors, in 
addition to the importance of a slim fitting. When asked about the knowledge and 
benefits of merino wool, the interview holders got the impression that knowledge 
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was little. Interestingly, their perceptions of wool changed after being informed 
about its benefits. 
The respondents liked the brand name, however, the picture on the package was 
not perceived as positive because it did not tell what type of product it contained.   
The package has a “feeling-hole” on the side, so that consumers can feel the 
fabric. This was the most valued aspect with the package, along with the slogan 
“worn by Norwegians since 1853”.  The name of the brand line Multi-Sport could 
be associated with products from low priced supermarket chains such as Aldi and 
Lidl, which was negative on the perceived quality associations.  
Norway was perceived as a winter country, with cold temperatures, and high 
prices. However, none of the participants seemed to have experience with 
products from Norway. 
Survey 
With findings from the focus group we developed an online survey to which 76 
people responded. The survey was presented in German, in order to avoid 
language confusion. We linked the survey up to the research questions. The whole 
survey can be found in appendix 1. Our respondents’ average age was 25.3.  
Findings 
These are the most important findings, illustrated in charts. The rest of the 
findings are available in appendix 2. 
The survey sought to reveal the respondents’ knowledge and attitudes of wool 
from different perspectives. Therefore, we asked various questions. In the 
following question, several answer options were possible, and we wanted to see 
what season the respondents associated with wool.  
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We also found that the knowledge of Merino wool was low. This supports the 
findings from the focus group. Less than half of the respondents had heard about 
merino wool. In this questions there was possible with several answers. This 
question was meant to assist in assessing the level of knowledge of different 
fabrics, including merino wool. 
 
 
 
 
 
 
 
We also asked the respondents what they felt to various statements about 
respectively wool and cotton. This question was meant to give us a clear indicator 
on the attitudes of wool. The most important associations were the warming 
qualities of wool, the ability to keep the body temperature stable and that it feels 
good. However, the majority opinion was that wool does not transport moisture 
and that it is not particularly suitable for physical activity.  
Spring
Summer
Autumn
Winter
Figure 1 - In what seasons is base layers made of wool suitable to wear? 
0
20
40
60
80
Figure 2 - What following fabrics have you heard of? 
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1: Clothing made of wool keeps me warm during physical exertion. 
2: Clothing made of wool keeps the body temperature. 
3: Clothing made of wool feels pleasant on the skin.  
4: Clothing made of wool transports moisture away from your body. 
5: I use clothing made of wool during physical activity. 
6: Clothing of wool is suitable for physical activity. 
 
One of the questions was how often the respondents used wool in general. The 
answers indicate that the group we asked was not the most active users of wool.
 
We asked the respondents what they associated with Norwegian products by 
giving them different attributes and phrases to which the respondents were asked 
to agree or disagree on a scale from 1-5. We also included both expensive and 
cheap to strengthen the reliability. The survey indicates that the respondents 
regard Norwegian products first of all for having good quality and originality, but 
0
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Strongly agree
Agree
Neither agree nor
disagree
Disagree
Strongly disagree
Figure 3 - On a scale from 1-5, to what extent do you agree to the following statements?  
Weekly
Monthly
Quartely
Yearly
Never
Figure 4 - How often do you use underwear made of wool? 
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on the other side they are expensive.
 
As the environment is an important issue in the merino wool base layer market, 
we wanted to look into the respondents’ thoughts on this issue. In general, the 
majority of our respondents claimed to be committed to the environment. 
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Neither agree nor
disagree
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Strongly disagree
Figure 5 - What associations do you have on products from Norway? 
Not committed at all
Not committed
Neither committed nor
not committed
Committed
Very committed
Figure 6 - To what extent are you committed to the environment? 
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Interview with store manager and assistant head of procurement 
The interviews’ main objective was to find out, what the interviewees regarded as 
the most important criteria when letting new providers of merino base layer 
garments into the stores. We also wanted their thoughts about general market 
conditions as well as Devold’s profile and the country of origin effect. 
Interview with Globetrotter, Frankfurt 
Globetrotter is one of Europe’s biggest specialized retailers in the outdoor 
segment, with six outlets in Germany, an online store and a catalogue business. 
Globetrotter is synonymous with high quality clothing and equipment.  
Globetrotter is strict and very structured when considering a new brand in its 
portfolio. The evaluation of new brands is made by the top-management from the 
six outlets, including thoroughly testing and scanning for flaws. It seemed evident 
to the interviewers, that Globetrotter possesses great knowledge of outdoor 
products. They also told us, that they keep record of customers asking for brands 
not in the existing portfolio. Another important aspect was the importance of a 
good and effective distribution system. 
In the recent years, the demand for merino base layer garments has increased in 
the metropolitan areas around Berlin and Hamburg. The Globetrotter 
representative also mentioned that the consumers in this geographical area might 
more easily adapt a Norwegian product concept.  
Regarding country of origin, the interviewee replied that she associated products 
from Norway with high quality. She did not think, that Devold’s history and 
market share in Norway could be transferable to a potential success in the German 
market – but was however open for the possibility, if the products are genuinely 
favorable for the customers. Globetrotter had heard of Devold prior to our 
interview. Another interesting aspect was her view on the present convergence of 
the sport and outdoor segment, which was also mentioned by Devold.  
The rest of the interview is available in appendix 3. 
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Interview with Engelhorn sport, Mannheim 
Engelhorn Sports is a part of the Rhein-Neckar Engelhorn family and is organized 
under the Intersport umbrella. Divided over seven floors and a total of 9,600 
square meters, in addition to an Internet online store, Engelhorn offers a broad 
range of products to both the leisure, outdoor and the sports market. 
Regarding the product and placement strategy Engelhorn tends to keep it simple; 
few suppliers, clear department division, good product placement and well-known 
quality brands. 
To get an entry at Engelhorn, the providers have to be trustworthy, tell an 
interesting brand story and deliver a different and exciting product line. It is 
important to stand out and deliver quality products. Engelhorn has a stable brand 
portfolio and makes few changes from year to year. Delivery time is not a priority, 
due to good planning and communication between the provider and the retailer. 
Regarding country of origin, Engelhorn is more interested in the brand’s story. 
However, Devold’s Nordic origin gains credibility in its segment, likewise the 
Swedish and Finnish competitors. 
When exposed to the Devold Multi Sport long sleeve, the Engelhorn 
representative seemed positive. He questioned the fact that it was Merino Wool, 
due to the soft fabrics. Concerning the packaging, he would recommend adjusting 
it in order to associate the brand with outdoor activities. He had no prior 
knowledge of the brand Devold. 
The rest of the interview is available in appendix 4. 
Critical evaluation of primary data 
The different methods used to select primary data in the thesis represent certain 
limitations that might cause reduced validity and reliability. Reliability is the 
consistency of a set of measurements or of a measuring instrument, it indicates 
whether the result is trustworthy or not. The validity defines whether or not a 
research measures what it is intended to measure. (Gripsrud, Olsson and Silkoset 
2008:72-73). 
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The findings from the focus group are not generalizable because the respondents 
might not necessarily represent a representative sample of the target group. First 
of all because convenience sampling was used, and secondly, because the 
respondents participating in focus groups are likely to be more open-minded than 
others. We conducted only one focus group, though it is recommended to carry 
out more than one, in order to increase the reliability. (Gripsrud, Olsson and 
Silkoset 2008:101). 
The fact that the interviews consisted of only two respondents could reduce the 
reliability and/or the validity. 
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4 Internal Analysis 
4.1  Introduction 
As a part of our report for Devold we have chosen to incorporate an internal 
analysis of the company in which we aim to enlighten key aspects needed to 
determine the company’s preparedness for internationalization.  
We have included normative and descriptive framework models to ensure that this 
analysis is structured as thorough as possible. These will be further described 
under each headline in a theoretical perspective and through our implication for 
Devold. Company relevant data collected for this section is gathered through a 
qualitative approach in interviews at company headquarters, e-mail 
correspondence, telephone interviews, and ISPO trade-fair visit in Munich. 
Devold is as of 2011 represented in 20 markets, and it is manifested in the 
company profile that the main entry-mode in foreign markets should be through 
distributors. The company utilizes agents only on the Faroese and Finnish market 
– this will be further mention later in the dissertation. 
4.2 Introduction to preparedness for internationalization 
Solberg’s nine windows framework is an analytical framework of strategic 
behavior in globalizing markets (Solberg 1997). The framework is meant to 
provide the company with a strategic alternative through the analysis of its 
preparedness for internalization (internal analysis), as well as the globality of the 
industry structure in which a company operates (Chapter 5.4). Finally, the 
concrete strategic alternative resulting from our analysis of these two factors will 
be given in Chapter 7.1. 
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4.3 ACE – Attitudes, Competence, Embodiment  
When analyzing Devold’s preparedness for internationalization, the ACE 
framework enlightens three interrelated components that are found through 
research to be important when separating successful from unsuccessful exporting 
companies from each other. These factors are: Attitudes, competence and 
embodiment. We incorporated this framework in order to determine whether or 
not Devold represents traits that could be characterized as those of successful 
exporter or not. 
4.3.2 Attitudes 
(Ability to take risks, market orientation, attitudes towards foreign cultures) 
It is crucial for Devold that the top-management positions are filled with skilled 
people with a positive attitude towards export – in order to succeed.  When it 
comes to determining the attitudes in management positions, the ACE framework 
suggests considering attitudes towards the market, risk and attitudes towards 
foreign cultures. (Solberg 2009:132)  
Market orientation – “is concerned with the generation and dissemination of, and 
response to, information concerning service users, competitors, and collaborators 
for the purpose of maximizing corporate value. “ (Whitwell, Lukas, Doyle 2003) 
One example of Devold’s market orientation is the use of a well reputed trend 
spotter from the Netherlands. The trend spotter generates information on present 
trending consumer preferences, which Devold has utilized in the design of the 
product, for instance through the customization of product colors for the Polish 
market. This shows an interest in responding to information generated from the 
market and the dissemination of information from the top management to the rest 
of the organization. Furthermore, Devold’s communication manager told us that 
the company conducts research after market communication activities, in order to 
utilize market information to fulfill consumer preference and thereby increase the 
company’s sales. For some years ago, the colors of the Devold logo was changed 
as a result of the consumer response to marketing communication. A third 
example is the increasing interest for expeditions in the market place. 2011 is the 
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Roald Amundsen year as it is 100 years since his expedition to the South Pole. As 
a response to this, Devold teamed up with OneCall and Bergans of Norway for 
joint marketing activities in 2011 (Onecall.no 2011). 
Risk aversion - research indicates that there is a trend that successful exporters 
have a tendency to have a lower risk aversion than unsuccessful exporters. This 
could argue that there is a special type of management that distinguishes the 
successful exporters as those willing to take risk, in contrast to those not willing to 
take risk. (Solberg 2009:133) 
With limited information on Devold’s uncertainty avoidance we interpret the 
entry mode with a testing-phase in the German market as an indication that 
Devold avoids taking high-risk decisions, and that they value decisions made with 
a foundation of experience and knowledge. The knowledge generated through 
experience could be an important asset when considering a further penetration of 
the German market. 
Attitudes towards foreign cultures - The long experience with export provides a 
great deal of experience and knowledge, regarding how to go through with 
exports. 
According to Solberg (2009:134), successful exporters claim that it is easy to 
cooperate with foreigners. 
Observation of interest from the ISPO trade fair was that products were presented 
and given as samples from Norwegian boxes. This may indicate, that 
communication to foreign customers may not be well thought through. 
However, the general attitude towards export appears to be positive, and Mr. 
Sandvik seems confident that there is a potential in terms of growth in the base 
layer market in Germany. 
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4.3.3 Competence  
(Capability and insight, marketing) 
Research indicates that successful exporters tend to go by the book, in the course 
of its internalization (Solberg 2009:135), meaning that in this step-by-step process 
a firm develops an international corporate culture gradually. 
Capabilities - and insight are indeed important for the success of Devold, however 
not enough in the long run. These capabilities and insights need to generate 
corporate value. On the contrary, what differs the most in terms of international 
success is how the marketing mix is applied in the different markets (Solberg 
2009: 136). This will be mentioned further, and more in depth in the VRIO 
analysis, in which we conclude the importance and value added to the firm 
through the internal knowledge. 
It could be argued that Devold understands the implications and challenges related 
to internationalization. In 2010, Mr. Sandvik received an offer from a South-
Korean distributor after the ISPO in Munich, but he declined. As he stated, “It 
would have been a fun and interesting journey, but it would lead to drastically 
changed production and adjustments in addition to logistic.” 
Marketing - In 2010 Devold received second place for their marketing 
communication, arranged by the Norwegian marketing association. This prize has 
been awarded to firms with a prominent focus on marketing ever since 1980. On 
the other side, Devold does not provide the website in other languages than 
English and Norwegian. 
4.3.4 Embodiment   
(Embodiment in management, and top management) 
Even though some leaders or other employees have competence and the right 
attitudes towards the internalization of business, this will not benefit the entire 
organization on the long run. This is mainly in top-management positions, 
however should be considered important for others in the organization as well. 
Research indicates that export is important to “business as usual” once when it 
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accounts for 15-30% of turnover (Solberg 2009:137). The authors find it 
necessary to state that the export has just recently become a strategic important 
function of the company, and should be granted special attention in the future, in 
order to reach goals. 
The management has ambitions regarding the future development in the export 
markets, as they expect turnovers to double in relation to domestic turnover. The 
authors find this to be a very ambitious thus interesting goal, which communicates 
that Devold is confident, motivated and positive to their affairs in foreign market 
developments. Current developments in Devold regarding new agreements with 
distribution to Sweden will contribute significantly to the goal, according to Mr. 
Sandvik. 
However, the structure of the marketing department might be an obstacle for the 
success of Devold's internationalization, as exports are handled solely by one 
person. Mr. Sandvik manages 19 markets (excluding Norway), which could lead 
to heavy workloads and responsibilities, and may lead to a structural weakness 
and threaten the likelihood of meeting company goals. 
4.3.5 Summary of the ACE framework 
Devold is a market-oriented enterprise with long-term goals about the future 
importance of export. However, it seems evident to the authors that the export 
organization could be subject to structural reorganizing, as the growth aim may 
lead to a significant increase in responsibilities and workloads. The administration 
seems to have a proactive approach when considering the entry on new markets, 
such as Germany. Our evaluation of Devold as an exporter is that they represent 
traits that could be related to a successful exporter in all of the ACE components. 
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4.4 VRIO Analysis – Valuable, Rare, Inimitable, Organization 
Identifying the core resources and capabilities that generate value to the customers 
provides a better understanding for the management about what customers value 
most about the company’s products. As Johnson, Scholes and Whittington (2008) 
claim, “it is important to emphasize that if an organization seeks to build a 
competitive advantage, it must have capabilities that are of value to its 
customers.” We incorporate this framework to identify capabilities that represent a 
competitive advantage that supports the consumers’ choice of Devold products for 
base layer clothing. 
The VRIO analysis is a resource-based framework that enlightens the Value, 
Rarity, Inimitable and Organizational aspect of resources and capabilities. The 
following analysis will enlighten core resources and capabilities within Devold as 
a company that represent value to their customers. Research states that the 
relationship between value-adding resources is straightforward. Non-value-adding 
resources and capabilities may become weaknesses (Johnson, Scholes and 
Whittington 2008:103). 
In order to get a better understanding of Devold's valuable resources and 
capabilities, the authors find it necessary to make a distinction as to whom is 
regarded as the customer in our analysis. If the customer were the distributor, 
Devold's most valuable capability would be the value-chain providing prompt 
deliveries and reliability to the distributor. However, in the long run, it is the end-
customers who demand the products and thus being the source of interest and 
future sales revenue, and should therefore be analyzed in this framework. 
4.1.2 Value of strategic capabilities – medium/high 
With experience in new product development since 1853, Devold has particular 
good experience and knowledge about the production of high quality garments of 
wool to aware customers. Being the market leader in Norway with 40% market 
share in 2010 - Devold's most profitable market, indicates that the brand has 
significantly high brand familiarity in its reference market, providing a safe 
platform. The authors feel especially that the intangible resource regarding 
specific expertise is of particular importance, though this suggests that Devold has 
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crucial intangible human capital resources. Knowledge about production methods, 
and knowledge generated through developing the strongest brand on the 
Norwegian merino wool base layer market is of particular value to the company, 
and will be vital to maintain in the event of an entry on the German market. 
“It is important to emphasize that if an organization seeks to build competitive 
advantage it must have capabilities that are of value to its customers.” (Johnson, 
Scholes and Whittington 2008:103). A firm possesses a competitive advantage 
when it can deliver a benefit that exceeds those of competing products (Internet 
Center for Management and Business Administration INC 2010). The authors find 
it vital for Devold to seek to maintain its internal expertise and knowledge, which 
the authors consider to be Devold’s key competitive advantage generating value 
to its customers. 
4.1.3 Rarity of strategic capabilities – medium/high 
Merino base layer products originates from the generic product, the commodity 
merino wool, however, it is how a particular company makes use of its internal 
resources and capabilities a differentiated product could be made (Peng 
2010:104). 
Devold’s expertise generated from production since 1853 provides the company 
with resources of particular scarcity in this matter. 
Devold aims to provide the market with high quality apparels that are produced 
with 100% wool and contain the top-notch benefits deriving from such exclusive 
materials. Product related benefits such as being stink free, keeping the body 
temperature at a normal level – even if wet, with good design at affordable prices, 
are of special interest. The unique intangible competence behind these products 
and strong brand image in the reference market represents in our opinion the 
valuable competitive advantage. 
When it comes to the focus on design, Devold aims to be the preferred brand and 
therefore focus heavily on investing in new product development for the future 
portfolio of brands. Devold was awarded “the Award of Design Excellence 2011” 
from the Norwegian Design Council for the “Devold Air Woman Vest” – 
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windproof vest with inside and outside pure wool. The vest was made a reality by 
Devold in conjunction with the designer, Rita Schäffer, from Cloud Nine. (Devold 
2011) 
4.1.4 Inimitable strategic capabilities - medium 
Research by Jay Barney (1991) suggests that “(..) Valuable and rare 
organizational resources can only be a source of sustained competitive advantage 
if firms that do not possess these resources cannot obtain them.” A sustained 
competitive advantage is defined by Barney (1991) to be a value creating strategy 
implemented by a firm, not simultaneously being implemented by competitors or 
potential competitors, and when the benefits of this strategy is inimitable. In the 
context of Devold, the authors find the intangible resources described in the prior 
paragraph to represent a sustainable competitive advantage. 
It is indeed difficult to explain why Devold has managed to build such a strong 
brand in the Norwegian market, but research on this field suggests that as to 
explain such an achievement you could use the term casual ambiguity. This term 
argues that it could be difficult to pinpoint one specific core success factor to 
explain it. (Johnson, Scholes and Whittington 2008:106) 
In most situations it is a cluster of different organizational functions. However, as 
mentioned by Peng (2010:102) – intangible goods such as knowledge is often 
impossible to imitate, on the contrary – will the knowledge ensure success in the 
long run, and does this capability build barriers to competitors? As Globetrotter 
stated, the products should represent a value to the customers – and history might 
be irrelevant in this matter. However, if the consumers find Devold's products 
favorable, over competitors is the market attractive, and Devold's hard to imitate 
intangible capabilities represent a competitive advantage. 
4.1.5 Organizational embedding – medium/low 
As of 2010 Devold's position in the export markets represents operative and not 
significant turnover compared to how many markets they are represented in with 
their portfolio. On the contrary, company goals are set for a period of 3 years to 
achieve a situation where they are almost mutual dependent of export in relation 
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to domestic market turnover. If this goal is achieved, Devold will be able to 
advance in the Bakka model (Chapter 4.6) of internalization and thus achieve 
higher awareness. The authors find that the internally optimistic and proactive 
approach represents an organizational strength that will be beneficial in this 
process.  
The export is regarded as something top-management wants to push forward and 
make a top priority, and thus it is evident that it is embedded throughout the 
management. 
4.1.6 Summary of VRIO framework 
The authors would like to conclude the VRIO analysis with stating that Devold's 
most valuable capability and resource are the intangible components derived from 
the genuine expertise regarding the process of developing high quality products. 
Due to the market share in Norway, the authors find it necessary to conclude that 
Devold possesses internal capabilities regarding brand management and the 
development of a strong brand. These capabilities represent important capabilities 
and experience that could be useful in further international expansion.  
The authors also find it important to mention that due to the fact of a strong focus 
on product functionality and design, factors such as history and expertise may not 
necessarily solemnly be of the greatest strategic importance in the German 
market, as we found in our interview with Globetrotter. 
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4.5 Value Chain Analysis 
We incorporate an overview and a brief analysis of the categories of activities 
within and around Devold which create a product or service, in order to better 
understand the functions that together make up Devold’s value-chain. 
 
(Model based on Johnson, Scholes and Whittington 2008:110) 
4.5.1 Inbound 
The procurement of raw materials is being done with exclusively selected farmers 
in mainly Tasmania and New Zealand in rather large quantities (400-600 tons).  
4.5.2 Operations 
The raw materials are sent to China for washing and cleansing, then further to 
Indonesia where the wool is spun and made ready for shipping to the factory in 
Panavezys, Lithuania for production and final adjustments. 
In order to put color to the garments, Devold engaged in a joint venture with a 
firm, and owns 40% of this company. Cutting and sewing of garments are 
performed at UAB Devold, 100 % owned by the Flakk Group. 
4.5.3 Outbound 
Products are shipped to the company headquarters, where they will later be 
distributed to customers. 
4.5.4 Marketing and sales 
Product development, sales and marketing, together with procurement and 
administration, are located at the company headquarters in Norway. 
In this analysis we find the operations most relevant to discuss because it is here 
that Devold truly benefits in the value-chain. According to Mr. Sandvik, the 
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firm’s costs are up to 30 % lower than those of competitors, since Devold owns its 
production facility. This reduction of costs will be represented in the price to the 
end-customer, providing a competitive advantage for Devold. Main competitors 
on the market today make use of rental production, which implies high costs 
regarding control to the value-chain, which again is represented in the price. 
To support our statement regarding the cost reduction, it could be discussed 
within the scope of transaction cost theory (Williamson, 1975). Williamson states 
that firms act opportunistic and could seek to exploit a situation where the 
information sharing is not symmetrical between the parties. By owning production 
facilities, Devold reduce transactional costs regarding control with production 
related issues (Solberg 2009:124). 
Services and the expanded product is also something the authors find important, 
due to an impressive low percentage of product-related complaints (0.02%). 
 
4.6 The Bakka Model 
The Bakka model is a descriptive model that explains the company’s 
internationalization process through five distinctive stages, from trial export, 
extensive export, intensive export, multi-national export and global marketing. 
The model describes which factors that might influence the decision making 
within a company at the different stages (Solberg 2009:121). 
For many companies the export begin with others initiative, e.g. inquiry from a 
foreign customers. This phase is described as trial export. In the beginning 
company has none or little knowledge of the export technical elements such as 
payment and credit time, currency and embargo, and about the basic market 
situation. Lack of knowledge and experience in these fields they may lead the 
company to situations where it make basic mistakes that might end up being 
expensive (Solberg 2009: 119).  
The next step in the internationalization process is extensive export. Companies in 
this phase are often too eager in building networks, and may end up with too 
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many agent contracts in too many different markets. The company does not have 
the necessary resources to manage all the markets in a proper way, and the 
learning process is therefore not optimal.  
After a while, the company acquires more experience in international markets, 
which makes it able to make more rational decisions than before. This phase is 
called intensive export. The products provided to the export markets are usually 
still the same as provided to the home market, but some adjustment might be 
done. In this phase it is crucial to prioritize markets, and pull out of markets of 
little or no strategic value. 
The fourth step is called multinational marketing. Export has now become an 
integrated part of the company’s business and is of equal importance as the home 
market. It is in the export market growth opportunities will come. If it is found 
necessary to adjust the product mix to individual markets, it is essential to have 
knowledge of influential factors in the marketplace, in order to achieve the best 
possible results. 
Global marketing is the last phase, in which the company has become a global or 
transnational organization. The products and promotion are offered on the global 
market, and companies in this position are often price leaders. (Solberg 2009:121)  
4.6.1 Motive of Export 
Devold’s motive of export seems to be both strategic and operative. The export 
can be supported from an operational financial perspective, but also as a way to 
gain market share outside the domestic market, as Devold has ambitions of further 
growth in international markets. These ambitions indicate that Devold has a 
strategic motive. Moreover, the company is in a situation where 18 % of the 
company’s revenue derives from export. It appears as if Devold mainly has 
strategic motives of export and wants to grow, but at the same time it seems to 
lack a concrete operational plan for how to achieve the 40 % goal. We will 
therefor allocate Devold in Intensive export (3). 
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4.6.2 Market Selection 
Devold is exporting to 19 different markets in Europe and North America. The 
main focus is Scandinavia, Poland and the Benelux-countries. Mr. Sandvik 
expressed that Germany is one of the most attractive markets for future expansion. 
The reason for this is because it is the biggest market in Europe, and has a solid 
sale potential. Devold is represented in many markets and will of that reason 
belong to the extensive export phase. 
4.6.3 Market share 
Devold is market leader in Norway, with a market share of 40% in its segment, 
according to Mr. Sandvik. Findings from our survey claim, that only 7.9 % of the 
respondents have heard about Devold. Moreover, Devold’s export revenues 
amount to approximately € 4M. Taken into consideration, that these revenues are 
spread on 19 markets, it is unlikely that Devold has a significant market share in 
the export markets. The export revenues are meanwhile increasing, which could 
argue for phase 3 - increasing market share¸ but considering the present now 
small revenues in international markets, our conclusion is phase 2 – intensive 
export.  
4.6.4 Organization 
Mr. Sandvik is the only person working fulltime on managing export markets. He 
takes care of the relations with distributors and agents abroad. One man, without 
organizational backing, in charge of 19 markets leaves little time to manage each 
market in a sufficient manner. As a result, the important learning process about 
international markets may not be optimal. The successful reorganization of the 
company, communicates that Devold is able to adapt its organization to market 
developments. The most important aspect in this context is however the Head of 
Export’s role in the company, which is to be considered as a part time one man 
show. To conclude, Devold is in the extensive export phase. 
4.6.5 Entry strategy 
In Finland and on the Faroese Islands they are represented by agents, but in the 17 
other markets, Devold is represented by distributors. On that basis, we will assign 
Devold to the extensive export phase.  
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4.6.6 Marketing mix 
Devold does not adjust its products to different markets, except when it comes to 
colors on the products and the package is provided in English and Norwegian, but 
not in any other languages.  
Regarding promotion and market communication Devold is participating on fairs, 
e.g. ISPO as well as sponsoring expeditions. The company has a web page in 
Norwegian and English and it has a showroom. Devold focus on quality and 
developing the best fabric and design. Compared to other brands e.g. Icebreaker, 
which is a bit more expensive, the price level is medium. 
We assign Devold to the phase for intensive export.  
4.6.7 Economic result 
The authors do not have access to detailed information concerning costs of the 
treatment of the different markets; neither do we have access to information on the 
income distribution. It is however likely; taken into consideration the entry 
strategy, and the 18 % export share, that exports contribute positively to the 
company’s net profits. 
Intensive export. 
4.6.8 Conclusion of the Bakka Model 
Devold is primarily assigned to the extensive export phase, but its 
internationalization is in some cases approaching the intensive export phase, 
however not completely. As the internationalization process proceeds further, 
Devold will eventually move on to enter the intensive export phase, given that the 
company in the future will make further efforts in internationalization. 
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4.7 Market Network  
In order to assess a company's preparedness for internalization, it is useful to 
determine its marketing network and the network's ability to lead the company to 
the right customers. A good network implies increased access to information, 
which alongside loyalty, trust and common norms will help the company increase 
its ability to develop global strategies and the motivation to engage more in 
international markets. (Solberg 2009:148). In new markets it may be difficult and 
costly to obtain information, and a network may act as a shortcut to reliable 
information. According to the transaction cost theory and principal-agent theory 
the parties may act opportunistically - a good network will reduce the uncertainty 
in the introduction of new parties and provide security (Solberg 2009:125). But it 
takes a long time to develop the necessary networks where trust is present. A 
study by Solberg and Durrieu (2004) revealed that companies with strong 
international network are better at product development and positioning relative to 
competitors on the international market (Solberg 2009:148). 
Devold has through the years developed a broad and stable network in the 
domestic market, and has different partners abroad as well. The network consists 
of the different distributors and agents, trend-spotter, R & D, explorers and other 
companies in the outdoor market. Devold cooperates with its partners in different 
areas, e.g. marketing communications, product development and sales. One 
example is the advertising campaign, where Devold, One Call and Bergans 
cooperate about a competition where consumers can win a trip to the South Pole.  
Mutual trust is important factor when Devold searches for new partners. By 
developing a larger network Devold will easier have a chance to break existing 
ties in the markets it enters. On the German market it might desirable to break the 
bond between Globetrotter and Icebreaker. A better network will give Devold 
enhanced knowledge and information about the market, thereby reducing the risk. 
An example of a market where Devold has developed a good network is Poland. 
Information from the distributor regarding customer preferences made it possible 
to adjust product colors. Good cooperation with its partners is clearly one reason 
for Devold’s steady growth in the Polish market. 
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4.8 Boston Consulting Group – Market share in reference market 
The company’s position in the reference market should according to Solberg 
(2009) also be given attention when determining the company’s 
internationalization capability. We incorporate this model in our analysis for the 
purpose of illustrating the positive effects on Devold’s market share in its 
reference market may represent to its internationalization capability. 
 
The BCG matrix is built around two criteria: the reference market’s growth rate 
acting as an indicator of attractiveness, and market share relative to the firm’s 
largest competitor, measuring competitiveness (Lambin 2007: 224). The Boston 
Consulting Group’s growth/share framework suggests a significant positive 
correlation between a high market share and cash flow. As mentioned previously 
in the report, we have stated that Devold is a significant player in the Norwegian 
base layer market, with a market share of 40%. 
A star is a business unit which has a high market share in a growing market, a 
question mark (problem child) is in a growing market but without a high market 
share, a cash cow is a unit with a high market share in a mature market, and a dog 
is a unit with a low share and static or declining markets (Johnson, Scholes and 
Whittington 2008: 278). We will mention only the frame relevant for Devold.  
Devold’s position in the Norwegian market proves, according to the BCG, that the 
products are accepted and perceived of high quality to the consumers in a market 
with a relative high growth rate, and locates them in the “Star” position.  
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Devold should here focus on re-investing their positive cash flow for future 
growth and changes in the macro-environment, and “as the market matures they 
will progressively take over as cash-cows“(Lambin 2007:226). 
4.9 Preparedness for internalization 
Based upon the internal analysis, we define Devold’s preparedness for 
internationalization as medium. 
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5 External Analysis 
5.1 Introduction 
The purpose of the external analysis is to map and analyze Devold’s relevant 
competition, the market conditions affecting the company as well as the industry 
in which it operates. In today’s rapidly globalizing economy, it is important for a 
firm to have a clear view of the present environment as well as knowing how it 
will evolve in the future, in order to choose, develop and adapt the proper 
strategy. Our analysis puts three models and frameworks in use and is based on 
both secondary data as well as primary data from our research. 
5.2 The German Base Layer Market 
The base layer market mainly consists of two segments, with the most significant 
being the synthetic base layer segment, in which the garments are completely or 
mostly made of synthetic fabrics. Products in this segment are often more oriented 
towards sport activities and is dominated by many big brands, such as Adidas, 
Nike, and North Face. The merino base layer producers on the other hand, among 
them Devold, serve the outdoor segment of the market and are smaller. For the 
time being, merino plays a smaller role in the total market, but is growing. For 
example is the distribution between synthetic fabrics and merino wool in base 
layers at Engelhorn Sports in Mannheim 90/10, but according to Engelhorn’s 
representative, this distribution will be 85/15 next year. The German market is 
dominated by two large players – Icebreaker and Smartwool, but is also served by 
a handful of smaller competitors. Merino wool base layer garments are being sold 
in classic sporting goods chains such as Intersport and Engelhorn as well as in 
narrower outdoor oriented stores such as Globetrotter. As the situation is now, 
none of Devold’s most important competitors have own independent retailers in 
Germany, but Icebreaker, Devold’s most 
significant competitor, has its own 
subsidiary in Germany as it has bought its 
previous distributor Bradshaw Taylor 
(Alibaba 2008)  
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5.3 PESTEL Framework 
The purpose of the PESTEL framework is to map the macro-environmental 
factors which may influence a company’s decisions. It will in this thesis be 
utilized as a tool assisting the analysis of the German market. The framework 
consists of six main influential factors – political, economic, social, technological, 
environmental and legal. (Oxford University Press 2007) 
5.3.2 Political factors 
Political factors refer to government policies regarding e.g. degree of intervention, 
subsidies policies and other macro-economic policies (Oxford University Press 
2007). First of all, Germany is ranked as the fifth most competitive country in the 
world (World Economic Forum 2010). The most significant problems in Germany 
are according to the Global competitiveness report its tax regulations and labor 
market regulations, making the labor market rather inefficient in terms of Western 
World standards. Furthermore, inefficient government bureaucracy is also 
mentioned as one of Germany’s major issues. However, Germany’s membership 
in the EU, WTO and the EEA reduces the government’s ability to pass country 
independent legislations. According to Germany Trade & Invest (2011), the 
German attitude towards foreign direct investments is encouraging, and moreover, 
that German law makes no distinction between Germans and foreign nationals 
concerning investments or establishment of new companies. Germany is also 
world known for its high quality infrastructure, ranked second in the world 
(World Economic Forum 2010), making transport of goods very efficient, both in 
terms of costs and processes. 
5.3.3 Economic factors 
Germany is Europe’s biggest market, counting approximately 82 million 
inhabitants. The German economy is regarded as the locomotive of the European 
economy, showing impressive growth rates. The German GDP grew 1.5 % from 
Q4 2010 to Q1 2011. From first quarter 2010 to first quarter 2011, the GDP grew 
with an impressive 4.9 % - accordingly € 631.6 billion (E24.no 2010). According 
to Der Spiegel, this is the highest growth rate since the reunification in 1990. 
Some are even speaking of the Wirtschaftswunder 2.0. Another positive aspect is 
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that it is the domestic demand that drives the growth (e24.no 2011), making 
Germany even more interesting for consumer products. As Germany is member of 
the Economic and Monetary Union of the European Union (EMU), interest rates 
are set by the European Central Bank (ECB). Currently, the Eurozone benchmark 
interest rate is 1.25 %. It is in this regard important to stress, that Germany, 
because of the EMU, is not in charge of the domestic monetary policy. This is 
ECB’s task. 
The record-low interest rates imply a low cost of capital for a lender and supports 
of that reasons investment, as well as stimulating consumer demand. On the other 
hand, low interest rate is a sign of weakness for the general macro-economic 
climate. The inflation rate should also be considered, as high inflation may 
increase the demand for higher wages and thereby increase the company’s labor 
costs. Since the impact of the financial meltdown in 2008, the inflation rate in 
Germany has been highly volatile, ranging from about 3 % to -0.3 %. In April 
2011, the inflation rate in Germany was 2.6 %. 0.6 per cent points over the ECB’s 
target inflation rate of 2 % (European Central Bank 2011), (Trading Economics 
2011). 
5.3.4 Social factors 
Social factors refer to “changes in social trends that can impact the demand for a 
firm’s products and the availability and willingness of individuals to work” 
(University Press Oxford 2007), i.e. the health of the population and higher 
education. According to a study conducted by Statistisches Bundesamt, the 
German Department of Health and the Robert Koch Institute (2010), the general 
health of the German population has improved since 2003 – the last time they 
conducted the study. Germans are now healthier in terms of illnesses and more 
active. In addition, the tobacco consumption is reduced (1A 
Krankenversicherung.de 2010). A healthy and active population is important for 
Devold, as active people might be more likely to buy Devold’s products. 
27 % of the German population has an education on top of the secondary 
education. This is 1 % under the OECD average. (Statistisches Bundesamt 2010) 
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Another aspect to consider when analyzing the social factors in Germany one 
should still keep in mind is the social differences between the former eastern and 
the former western part of Germany. The western states are still more prosperous 
in economic terms, and most of Germany’s main industry is situated there. The 
former eastern Germany is in many areas still suffering from the mass exodus 
after the reunification; however some areas, such as Leipzig are more prosperous 
with a higher economic activity. The gap between east and west could represent 
different consumer behavior patterns.  
5.3.5 Technological factors 
Germany is central in European industry and one of the implementations on the 
German society is a highly developed technological base. On the other hand, 
Germans are concerned with data security online and especially identity theft. 
Consequently, cash payments are often preferred over electronic payments, (Die 
Welt 2010) making it harder to utilize the internet as a distribution channel. On 
the contrary, according to Euromonitor’s (2011) report overviewing the German 
retailing industry, it is found that German consumers are slowly switching over 
from home shopping to internet retailing. Total revenues generated from internet 
retailing in 2010 accounted for € 15 billion excluding VAT. 
5.3.6 Environmental factors 
Germans are in general concerned with protecting the environment. The last 
election in Germany is a good example of this, in which the Green Party had great 
success. For instance, they ended a 78 year long CDU era in the wealthy and 
conservative State, Baden-Württemberg. There are several reasons for this, among 
others the Stuttgart 21 project and the nuclear accident in Japan, but it indicates 
that the German people are increasingly concerned with the environment. 
Moreover, the German market for biological food products is quite significant. 
Other aspects of the German eco-friendliness are recycling of materials, as well as 
the increasing significance of renewable energy industry, represented by 
companies such as Q-Cells.  
The merino wool industry is an eco-friendly industry, as the products are made of 
100 % natural material. The consumers’ growing awareness for eco-friendliness 
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will therefore be of relevance for Devold and will be of significance in our 
strategic part of the thesis.  
5.3.7 Legal factors 
The most important aspect here to consider is the regulations concerning sales 
representatives. The agency and commercial agent regulations are based upon an 
EU directive and is of that reason quite similar in all EU countries. The most 
important to consider is the post-termination of a contract with a sales agency. In 
such case, the agency normally has right to a monetary compensation. 
(Jobindex.dk)  
If Devold were to establish a subsidiary in Germany and thereby hire German 
labor, it would naturally have to adopt the German labor legislations. As 
mentioned in the political part of the PESTEL, these are quite strict, and involve 
high non-wage labor costs. For every € 100 in wage, the company will have to 
pay € 28 in non-wage labor costs (2010 numbers). (88Finanz.de 2011) 
With regards to distributors, there are no particular legislations of interest. 
(Fredrikson & Byron 2009) 
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5.4 The industry globality 
This part of the external analysis deals with the globality of the industry structure, 
which represents the x-axis of Solberg’s nine windows framework. The industry 
globality is made up of two sub-factors, namely the globalization drivers and the 
competitive structure. 
 
(Solberg 2005: 148) 
5.4.2 Globalization drivers 
The first thing to take into consideration when looking at the globalization drivers 
is the protectionist regulations in the relevant country (Solberg 2005: 151). First 
of all, the traditional barriers to trade between Germany and Norway are nearly 
non-existing, due to Germany’s membership in the EU and Norway’s membership 
in the European Economic Area (EEA). The EEA agreement unites the four 
EFTA countries - Norway, Iceland, Liechtenstein and Switzerland – and the 27 
EU countries on one internal market (EFTA 2011). This implies the free 
movement of goods, capital, services and people, known as the four freedoms, 
inside the EEA (Ministry of Foreign Affairs 2002). For all practical purposes, the 
EEA agreement makes it easier for Devold to compete on the European market, 
hence the German market, without being incapacitated by protectionism policies. 
It is furthermore not likely, that Germany in the future will introduce any 
protectionism policies of relevance to Devold. 
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The second factor to consider regarding the globalization forces is the degree of 
buyer’s nationalistic attitudes. This will probably not have an effect on Devold’s 
potential penetration of the German merino base layer, simply because the foreign 
brands dominate it. 
Finally, we have to consider different preferences between buyer groups (Solberg 
2005: 152). The merino wool underwear market is for the time being a small and 
narrow market. For example, according to Engelhorn’s representative, only 10 % 
of Engelhorn’s underwear assortment is merino wool underwear. Moreover, 
merino wool only amounts to 2 % of the global textile market, according to Mr. 
Sandvik at Devold. Only a marginal part of those 2 per cents can be attributed to 
the merino base layer market. It is of that reason natural to assume, that the 
customer preferences are relatively similar across country borders.  
Our findings suggest that there are some differences between the German and the 
Norwegian consumers. The Germans seem to have less knowledge of wool’s 
qualities – for instance, only 62 % of the respondents agree that wool transports 
humidity away from the body. In Norway, this percentage probably would have 
been higher, as the knowledge of wool is higher, in addition to a longer tradition 
of using it. Anyhow, specific segments like active mountain hikers will with 
significant likelihood have higher knowledge of wool and its capabilities and 
functions, regardless of nationality. 
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5.4.3 Competitive structure 
(Complete figures are available in appendix 5) 
The determination of the industry globality requires an analysis of the 
international competitive structure. We have in our analysis identified Devold’s 
foremost competitors and placed them in a 3 x 3 matrix after their degree of 
specialization and international orientation (Solberg 2005: 150). The considered 
competitors in the analysis are the relevant brands sold by Globetrotter 
(Globetrotter 2011) and Bergfreunde (Bergfreunde 2011), two significant German 
online retailers in the outdoor market. Furthermore, we have chosen to exclude 
revenues in the product category, which is included in Solberg’s original model. 
The reason for this is the niche status of the industry – as one can observe in the 
matrix, the degree of specialization among the competitors is very high, which 
implies that the revenues mainly derive from one or a few product category. The 
total market is also quite small in financial terms. Almost all of the competitors 
are exclusively concentrating on merino wool outdoor clothing, with the 
exception of three quite small brands – Kaikkialla, Ortovox and Lundhags, whose 
degree of specialization is lower than the other brands, as they are involved in 
multiple product segments. Ortovox is for example a leading manufacturer of 
avalanche safety equipment in addition to making backpacks and merino wool 
Devold of Norway – 3rd of June, 2011 
 
 
 48 
 
clothing. Looking at the table in appendix 5, one can see that many of the players 
are quite small, with turnover ranging from € 7M to € 11M.  
On the other hand, the market is represented by two quite large companies – 
Smartwool and Icebreaker, with significant higher revenues than Devold’s. These 
brands have beyond doubt the highest market presence, especially is Icebreaker 
big and powerful on the German market. 
The competition is mainly international, which has a quite reasonable explanation. 
First of all, the demand for outdoor products is primarily concentrated in countries 
in which the climate is generally colder, because of wool’s warming qualities. 
Secondly, the purchasing power of the consumers has to be quite high, as the 
products are relatively high-priced. Based on these criteria, many countries and 
regions will not be attractive and relevant to merino wool outdoor garments. 
Regarding the future development, it is likely that the competition will be tougher. 
One of the reasons for that is the rapid growth of the merino wool base layer 
market, which makes the companies in it attractive acquisition candidates. This 
attractiveness can be shown by the example of Icebreaker, whose revenues grew 
25 % from the fiscal year 2009 to 2010. In the years prior to 2009, the annual 
growth rate has been around 54 % and the management aims for a 100 % growth 
over the next three years (Sustainable Business Oregon 2010). Bearing this in 
mind, one cannot rule out the possibility of consolidation in the industry. For 
example, Timberland has already made its entry with the acquisition of 
Smartwool back in 2005. (AllBusiness 2005) Acquisitions by conglomerates such 
as Timberland represent a threat for smaller independent brands because of the 
financial backing a huge company can offer its subsidiaries. This is just a 
scenario, however not an unlikely one. Anyhow, for the time being, the 
competitive structure is dominated by a high degree of specialization and an 
international orientation. 
5.4.4 Conclusion 
To sum up, the industry globality can be characterized as multi-local, due to quite 
strong globalization drivers and an international competitive structure. A multi-
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local industry is according to Solberg a potentially global industry. That is, it is 
not yet global, but changes in external environment can pull it in a more global 
direction (Solberg 2005: 148). It is however difficult to claim that the industry 
globality in the merino wool outdoor market will move to the right on the axis. 
For that is the market currently too small and narrow. In addition, the climate and 
nature are not likely to change overnight. This does not imply that the industry 
cannot move to the right on the axis, but that a global structure is not likely to 
occur. The industry globality is multi-local. 
 
5.5 Competitive Rivalry – Porter’s Five Forces 
Porter’s five forces is a normative model created to analyze the competitive 
structure within an industry. The model determines the attractiveness of the 
market and focuses on how values created in the industry will be distributed 
(Kotler and Keller 2009: 334-335). Devold can utilize this model to gain a better 
understanding of the competitive situation on the German base layer market. The 
model focuses on the five main forces that will be relevant for the attractiveness 
of the market and the extent rivalry between the competitors when considering 
whether to penetrate the market or not.  
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5.5.2 Threat of new entrants – medium threat 
The threat of new entrants is based on how big barriers there are in entering the 
new market and the reaction entrants can expect from the market leader. The size 
of the barriers to trade is based on several sources, including switching costs, 
absolute cost advantages and government policy. 
In addition to this, one has to look at how many other competitors there are, how 
big they are and whether the customers are loyal or not to the brands already out 
on the market (Porter 2008).  
As we can interpret from data we have collected, the biggest focus in this industry 
is not the price, but the functionality. This makes retailers more careful in the 
selection of new brands into their stores and limits this to a minimum. As both 
Engelhorn and Globetrotter stated, they do not change much in the portfolio from 
year to year and use rather more resources on the purchasing process and that they 
are loyal to the brands they already have in the portfolio. 
Both Germany and Norway are parts of the EEA agreement, making Germany an 
open market for a Norwegian company. 
The threat from new entrants is medium on the basis on the retailers’ quite strict 
requirements, an open market and the competitive structure identified in chapter 
5.4. 
5.5.3 Bargaining power of buyers – Medium/high bargaining power 
The extent to which the customer has an influence on the price is crucial in a 
market such as the merino base layer market and the general base layer market. In 
the merino base layer market, the products are quite similar in terms of design, 
product features and of course the fabric.  
The decision on which entry strategy to follow is important in relation to whom 
that can be categorized as buyers. As Devold is a producer of merino wool 
clothing, we regard the retailers as the customers. With more providers of similar 
products, it will be easy for the customers to switch between the different 
providers and the buyers will get even higher bargaining power. 
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Providers that compete in the merino base layer market also compete in a broader 
market that includes sports underwear and garments for outdoor activities of other 
textile qualities than merino. As the representative from Globetrotter said, there is 
an ongoing industry convergence, a situation where the outdoor and the sport 
segment are growing together. This can affect Devold in terms of the number of 
competitors and to what extent the buyers can get bargaining power due to a high 
number of providers. 
In the industry, there are some retail chains, for instance Globetrotter, 
Bergfreunde and Intersport. These represent a significant market share in terms of 
end-customers and will therefore have high power. Another argument for retailer 
power is that merino wool brands represent a small share of the retailers’ sales, 
which makes the retailers’ dependence on the providers rather low 
The bargaining power of the buyers is medium/high in this industry. Buyers are 
powerful if they are concentrated and have a significant market share (Internet 
Center for Management and Business Administration 2010). 
5.5.4 Threat of substitutes – high threat 
According to Lambin (2007:186), “Substitute products are products that can 
perform the same function for the same customer groups, but are based on 
different technologies.” A substitute can undoubtedly be a major threat. In a 
sportswear market, it may be easy for the customer to choose a product he already 
has in the closet, or alternatively choose something cheaper than merino wool 
products. 
The outdoor apparel market, as mentioned in chapter 5.4, could be characterized 
as an industry with a rather homogeneous demand. However, the more interesting 
aspect is that Devold's products consist of merino wool. That could be a product-
trait that represents a challenge when it comes to consumer preferences in foreign 
markets. Our findings suggests that the German consumer's knowledge of the 
benefits of wool are quite low, based on the findings from the survey. This 
represents a challenge for Devold, as a German consumer may choose a product 
made of non-wool fabrics, especially when they are cheaper than those of wool.  
Devold of Norway – 3rd of June, 2011 
 
 
 52 
 
Therefore, cultural preferences and buying patterns should be given special 
attention. 
Clear substitutes in terms of Devold’s wool may be sport or outdoor wear made of 
technical synthetic fabrics, the classic cotton or fleece sweaters. Cotton is a 
significant threat because of its low price and ubiquity. It is also clothing that 
most people have at home. Fleece sweaters on the other hand are warmer, but it is 
also a bit more expensive. 
Brands that make substitutes in terms of Devold’s products are large and 
international companies such as Nike, Adidas and North Face. Brands the 
consumers already are familiar with. Therefore, high switching costs may be 
involved when considering new high-end-products like merino. 
5.5.5 Bargaining power of suppliers – Medium supplier power 
Suppliers in this case are the farmers who supply the raw wool, as well as the 
firms that process the fabrics before delivering it to Devold’s factory in Lithuania. 
The power in the supply chain is related to the degree to which you have a 
resource that others strongly depend on. El-Ansaray and Stern (1972:47) define 
the power of a channel member as “his ability to control the decision variables in 
the marketing strategy of another member in a given channel at a different level of 
distribution” 
Since Devold buys its wool in large quantities they will limit the numbers of times 
that they will need this process per year. Also since they own the factory in 
Lithuania they can store the big quantity of wool there, and produce and send it 
efficiently to intermediaries/retailers based on the market demand.  
In the wool industry there are different associations of wool farmers, as mentioned 
in chapter 2.2. Despite the fact that it can be a quality indication for Devold, it 
may also lead to an increased dependence which will lead to a reduced bargaining 
power for Devold. 
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Devold has an advantage because they only buy wool in large quantities and owns 
much of the value chain. On the other hand, many farmers are organized in 
associations. The bargaining power of the suppliers is medium. 
 
5.5.6 Competitive rivalry – Medium competitive rivalry 
It is important to determine whether there is a strong competition between the 
different competitors in the market/industry. With both direct competitors that 
belong to merino base layer market and the indirect competitors that belong to the 
market for base layers of other fabrics than merino wool, Devold competes on a 
big general market. 
As already mentioned, Icebreaker, Smartwool, Woolpower and Lundhags are 
some of the direct competitors to Devold. This is mainly because they make 
garments of the same fabric as Devold. Icebreaker and Smartwool are large 
companies, while the remaining can be seen as small, on the basis on the turnover. 
Devold is in this context a medium sized company compared to competitors in 
terms of turnover. (Ref. appendix 5) 
The most leading brands in the base-layer market are distributed in sporting 
goods. Garments in this segment usually have a price range between 30€ and 80€.  
This may vary according to where it is sold and the quality it entails. With two 
large and several smaller competitors, we will look at it as market with medium 
competitive rivalry. 
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5.6 Financial Risks and Developments 
5.6.2 Commodities 
In the recent years, there has been a rally in the market for almost all 
commodities, primarily because of a freer price setting based on supply and 
demand, as well as economic growth in emerging economies. The wool price has 
certainly been affected by this development, and fluctuations in the price will 
affect Devold’s costs and hence the price to the end-customer. 
 
5.6.3 Currencies 
Currency risk arises when a company is being exposed to fluctuations in one or 
more currencies against another. As with commodity prices, currency fluctuations, 
in Devold’s case mainly EUR/NOK and AUD/NOK, will also affect Devold’s 
costs and the end-customer price. EUR/NOK will affect the sales revenues in 
Europe and AUD/NOK the purchasing price of wool. The company also has some 
liabilities in EUR/NOK. Devold tries to purchase in large quantities a few times 
per year when the currency rates are at favorable levels. 
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5.7 Corporate Social Responsibility 
There is an increasing focus on the global environment and the importance of 
treating the stakeholders, the specific group of people who influence or are 
influenced by the company, ethically or responsible. Apart from creating profits, 
the businesses face new challenges and responsibilities, as a result of changing 
expectations from consumers, investors and governments. This includes the 
importance of being eco-friendly in the matter of production and logistics 
(Hopkins 2010). The modern consumer notices and takes this into consideration 
when deciding on a specific brand or product. This is an increasing trend in the 
market and is implicated in the strategy of the big players like Icebreaker, who 
communicates this awareness through a philosophy and sustainability section on 
their website (Icebreaker 2011).  
Merino wool is a natural product and establishes a basis with a strong eco-friendly 
position. This creates a potentially positive platform. Unfortunately we too often 
see suffering farm animals through media. For instance the practice of mulesing, a 
surgery without anesthesia on the sheep, that gained a lot of attention in 2007 
(Merino Australia 2010). This negative publicity is important to avoid. The 
companies involved with Australian farmers reacted with a quick response to 
confirm that they dissociate this and do not do business with the farmers 
performing mulesing. Devold was one of these companies (Dyrevern.no 2009). 
The customers in the outdoor segment tend to feel close to nature, this increases 
the importance with establishing a positive company profile regarding eco-
friendliness.  
Due to the whole chain of production, logistics, transport, packaging and local 
environmental, actions need to be taken and communicated to the market. This 
might strengthen the brand acceptance (Konar and Cohen 2001). 
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6 SWOT Analysis 
According to Kotler and Keller (2009:89), the SWOT analysis is the overall 
evaluation of a company’s internal strengths and weaknesses, and macro 
environmental threats and opportunities. It is here used as a short summary of the 
internal and external analysis. 
 
Internal Strengths - A firm’s strengths are its resources and capabilities that can 
be used as a basis for developing a competitive advantage. 
Internal Weaknesses - The absence of certain strengths may be viewed as a 
weakness. 
External Threats - Changes in the external environment also may represent 
threats to the firm. 
External Opportunities - The external environmental analysis may reveal certain 
new opportunities for profit and growth 
(Internet Center for Management and Business Administration, Inc. 2010)  
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7 Strategy 
7.1 Solberg’s nine windows 
As Devold’s preparedness for internationalization and the globality of the 
industry now have been analyzed and determined, we are now moving on to the 
finalization of Solberg’s nine windows framework. First of all, we would like to 
emphasize, that the framework provides an indication and not an explicit answer 
to what Devold should do in terms of future strategy. As presented in the internal 
analysis, Devold has a medium preparedness for internationalization, 
corresponding to adolescent in the figure below. Secondly, the external analysis 
concluded with a multi-local industry globality. Taking our conclusions into 
account, we position Devold in frame 5; Consider Expansion international 
markets. 
 
In this window, the company has climbed the internationalization ladder and 
management is characterized by a proactive stance toward further development 
(Solberg 1997). The challenge for Devold’s management will now be to position 
itself in markets where key competitors already have a strong position. The 
German market is today a key market for both Icebreaker and Smartwool. If 
Devold is able to establish itself as a strong competitor on the German market, its   
ability to react to stronger competition will increase in case the industry moves in 
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a more global direction. On that basis, the next chapters of the thesis will outline a 
more detailed strategy proposal supporting Devold’s penetration of the German 
market. 
7.2 Strategic problem definition 
”How could Devold of Norway in a more company beneficial way change its 
strategy on the German market for base layer garments – considering 
requirements from consumers and intermediaries in a market where Devold 
currently has a limited customer base, low brand awareness, limited market 
knowledge and a competition dominated by strong competitors?” 
7.3 Critical success factors  
We regard these three factors for being of key importance for the success of 
Devold on the German market. 
7.3.2 Evaluate and determine the right type of representation 
As previously mentioned in the thesis, the authors have stated the importance of 
having a solid network of contacts upon entering a new market. We find it of 
particular importance to evaluate Devold’s current representation form in the 
German market. The wrong choice of representation form may lead to fatal 
consequences for the company.  
7.3.3 Positioning 
In order for Devold to achieve success on the German base layer market, it is 
essential that the company is able to build awareness in the segment we find most 
desirable. According to our survey, Devold currently has a low level of brand 
awareness in the German market. 
As found in our interview with Globetrotter, brand awareness is a critical factor 
for retail chain acceptance. Furthermore, Devold is dependent on finding its place 
in the market and communicating the benefits as well as the unique and favorable 
brand and product attributes, in order to get a place in the mind of the consumers. 
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7.3.4 Organization of the export 
Devold’s three-year plan of exports could be demanding to accomplish with the 
current organization structure. Our evaluation is that Devold should emphasize to 
restructure today’s export organization, because of eventual increased workloads 
in the future. 
Another aspect explained by Johnson (2008:107) is the importance of 
organizational knowledge, which could be defined “the collective experience 
accumulated through systems, routines and activities of sharing across the 
organization.” Sharing of knowledge is here explained as an important factor – 
this suggests that experiences with export should be shared amongst people in the 
management. 
 
7.4 Segmentation  
Market segmentation is according to Homburg and Krohmer (2009:463) 
comprises two aspects; first of all, it is concerned with the identification of market 
segments which differ from each other based on specific criteria. Secondly, 
segmentation has to do with the development and implication of segment specific 
marketing strategies. In this part, the authors will describe the relevant consumer 
segment for Devold by the means of relevant segmentation criteria.  
7.4.2 Segmentation Criteria 
Kotler and Keller (2009:253-263) describe four different segmentation bases 
which we will utilize to describe the consumer segment. 
Geographic 
The geographic segmentation bases are concerned with dividing markets into 
different geographical units such as nations, regions, states, cities etc. Devold has 
several geographical segments as it already manages 20 markets. Germany and 
Norway are two different markets that have to be treated differently, on the basis 
of differences in consumer behavior and preferences. 
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Demographic 
The demographic variables are based on descriptive information concerning age, 
gender, family status, education, income and so on. The primary segment is made 
up of young adults to mid-aged people, as the products are quite expensive and 
requires some income. It is however important to recognize, that different people 
distribute their income differently, meaning that a consumer with low income, but 
with great interest for products in the outdoor segment, may be willing to use a 
significant amount of his/her income on Devold’s products. 
Psychographic 
Psychographic variables divide consumer groups after personality traits, lifestyle, 
values and interests. By using the Schwartz Value Scale (Blackwell, Engel & 
Miniard 2001:218) to assess values, we allocate our segment to the value 
motivation stimulation, which involves excitement, novelty and a challenging life, 
as the consumers in our segment are active and interested in outdoor activities. 
They are also concerned with eco-friendliness. 
Behavioral segmentation 
These variables include knowledge of, attitude toward, use of or response to a 
product. The most relevant in our case is the product knowledge and the use of the 
products. Devold’s primary segment possesses knowledge of wool and its 
capabilities and uses wool products regularly for outdoor activities. It would not 
be reasonable to pursue a segment consisting of consumers with no relation to or 
knowledge of wool, as this would be very costly to treat and serve.  
To summarize, the segment consists of young to mid-aged adults, with a mid-high 
income or a willingness to buy Devold’s products despite a low income, who 
searches for stimulation through an exciting and challenging life, interested in 
sports and outdoor activities, living in Germany. 
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7.5 Entry Strategy 
Devold has to develop its network and market positions in order to succeed in its 
further penetration in Germany. The present distributor in Germany follows a 
strategy not in compliance with the optimal strategy for Devold, as the distributed 
products in Germany are from the Classic collection – knitted outerwear such as 
the Blaatroeye and Islender – and not the multi-sport collection. The present form 
of representation is now to be revised, in order to optimize Devold’s efforts on the 
German market. We will now look at three different types of representation we 
find most suitable and assess their advantages and disadvantages and finally 
recommend the best form of representation for Devold. 
7.5.2 Export without representation 
The advantage of this representation form is that Devold would avoid costs related 
to the intermediaries. On the other hand, the company would have to select the 
right and strategic retailers, as this market is rather small and specialized. This 
process could be a rather costly and resource demanding process. Moreover, as 
Devold already possesses good knowledge of exporting as well as having long 
experience, we mean that the company is more than capable of entering 
negotiations and agreements with potential distributors or agents. 
7.5.3 Agent 
An agent is a firm that promotes and facilitates sales as well as sharing insight on 
market conditions (Solberg 2009:258). Devold would in this case handle the 
invoicing, stock holding (normally), shipment of the goods and contact with the 
customer after the sale is made on its own, or potentially handing it over to other 
intermediaries. If the company handles this on its own, using an agent involves a 
proximity to the customer and thereby a steep learning curve. Another advantage 
of an agent is his knowledge of the market and his already existing market 
network, which often is a facilitator for the creation and development of the 
company’s own market network (Solberg 2009:258). Moreover, Solberg (2009) 
claims, that this representation form is favorable when a company seeks to pursue 
an active handling of the export market. 
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There are however several unfavorable aspects related to agents. Devold has 
expressed, that they want the representative to keep stock, which agents normally 
do not provide. Another negative aspect is the sales compensation system based 
on commission, which often is linear with the sales volume. As Solberg 
(2009:258) claims, an agent might try to boost sales volume sacrificing price 
under unfavorable market conditions, by selling to customers with for instance 
bad payment history. It might also be to sell to low-end customers or customers 
not in compliance with Devold’s strategy. This might weaken Devold, both 
financially and in regards to the brand image. 
This issue brings us to the potential opportunistic behavior of an agent. This 
behavior may occur in two forms – one of them being pre-contractual 
opportunism (Solberg 2009:245). Applied to Devold’s case, this may be an agent 
giving Devold false information on his customer base, network or even that the 
agent represents a competitor of Devold and seeks to represent Devold with the 
purpose of protecting the competitor against competition (Solberg 2009:245). 
Another form of opportunism is the post-contractual, which implies an agent not 
acting in accordance with the agreed terms because the principal cannot control or 
observe him without costs (Gripsrud and Nygaard 2005:168). If this behavior 
were to occur in a relationship with an agent, the contract might be hard to 
terminate without high costs.  
7.5.4 Distributor 
A distributor is a wholesaler, which means that it purchases the products from the 
producer, thereby undertaking the financial risk related to the products. The 
distributor sells it further to the next stage in the marketing channel. A 
distributor’s portfolio may include several different brands from the same industry 
and product segments (Solberg 2009:256). The risk aspect of a distributor is an 
advantage – when the merchandise are delivered to the distributor and paid for, 
Devold has no risk of for instance non-paying customers, which is one of the 
potential downsides of using an agent.  
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On the other hand, a distributor naturally seeks to reduce risk. As a consequence, 
the distributor may want to solely carry out some of Devold’s volume sellers 
without including the broad specter of the base layer collection, showing Devold’s 
diversity. 
The distributor takes care of a variety of marketing activities, such as promotion, 
stock hold, shipping to the next stage in the channel and often customer service 
(Solberg 2009:255). Devold would therefore be freed from these responsibilities 
and can channel its efforts and resources on more important issues. The 
disadvantage is of course the limited contact with end-customers and retailers, 
which entails a slighter learning curve. 
The distributor is compensated through profit margins and discounts, not sales 
commission, which might be more advisable for Devold. Moreover, it is easier to 
break an agreement with a distributor than an agent.  
Devold already has experience dealing with distributors, as this is its main 
strategy, which is another advantage.  
Conclusion 
When comparing the different representation forms, they all have their strengths 
and weaknesses. After having evaluated them based on Devold’s status in the 
internationalization process, our opinion is that the reasonable alternatives are 
either agent or distributor. The main advantage of the agent is his local market 
knowledge and network, both of which can be transferred to Devold over time. 
However, we consider a distributor to be the best alternative, because of lower 
risk and the access to a more complete marketing system. The learning process 
may however proceed more slowly. This strategy would also be more in 
compliance with the company’s existing strategy and attitudes and knowledge to 
export.  
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7.6 Positioning 
Positioning is defined as the act of designing the company’s offering and image to 
occupy a distinctive place in the minds of the target market (Kotler and Keller 
2009:308) 
According to Kotler and Keller (2009), the first step after defining the category 
membership and the nature of competition, is the process of defining the 
appropriate points-of-difference and points-of-parity associations. 
7.6.2 Points-of-parity  
These are the parity associations Devold share with its competitors in the 
category. 
Category points-of-parity 
“These are parity associations consumers view as essential to a legitimate and 
credible offering within a product or service category.” (Kotler and Keller 2009: 
310) Points-of-parity within the category are the benefits delivered through the 
genuine qualities and functions of merino wool.  
Competitive points-of-parity  
These are associations designed to negate competitors’ point of difference (Kotler 
and Keller: 311). The authors here find the information on the packaging to be a 
competitive point-of-parity. Main competitor Icebreaker has a very informative 
packaging, Devold as well.  We find that Devold should emphasize to negate 
Icebreaker’s competence in utilizing the packaging as a way of educating the 
customer about the product benefits.  
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7.6.3 Points-of-difference 
These are attributes or benefits consumers associate with a brand, positively 
evaluate, and believe they could not find to the same extent with a competitive 
brand. (Kotler and Keller: 309)  
Since the products in this category are quite similar in terms of the core and 
physical product, Devold has to pursue differentiation through the extended and 
symbolic product. 
Devold is a brand with over 150 years of experience of producing wool garments. 
The products have been used by explorers and fishermen in the harshest 
conditions along the Norwegian coast, and on the Arctic poles. Devold’s 
experience, history and expertise alongside the country of origin are factors 
indicating points-of-difference. 
The most significant competitor, Icebreaker, was founded in 1995, and initiated 
exports to Europe in 1999. Devold, on the other hand, has been producing durable 
wool clothing since 1853. The authors find that Devold’s particular long 
experience is the key factor differentiation.  
As found in the focus group, the slogan “worn by Norwegians since 1853” was 
perceived as an indicator of quality. 
7.6.4 Country-of-origin 
In the same way as a brand is marketed, a country will be marketed for increasing 
the interest and give a positive impact on the consumers (Kotler and Keller 
2009:659-660).  Country-of-origin may have a symbolic and emotional meaning 
to consumers (Verlegh 1999). The effect of country of origin may manipulate the 
customer in the sense of adding value to the product, and the willingness to buy 
the product may increase. The effects of country of origin are however questioned 
in several studies. According to Nes and Gripsrud (2010), the macro variables 
related to a country are more important than micro variables when the country of 
origin is not associated with a specific product category. 
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Based upon the survey, our respondents perceive Norwegian products as 
environmental friendly, good quality, originality and built on traditions. However, 
from a retailer perspective, as the Globetrotter representative stated, products are 
not entitled to have success on the German market solemnly based on this effect. 
 
7.7 Product 
Based on Devold’s position in Solberg’s nine windows, the product strategy that 
is suggested most suitable is Global Product Adjustment. According to the 
strategy, all product levels should follow a standardized approach due to limited 
resources, but minor adjustments, especially in the extended products like 
packaging and language on web-page might be required. (Solberg 2009:342-344). 
This strategy is suitable for companies with limited resources and position in 
international markets. The products address a global market, with few competitors 
and perhaps a relatively small customer group that requests more or less the same 
product or services (Solberg 2009:344). We can argue that Devold does not 
operate in a global market, but the remaining factors implement an understanding 
that Devold includes best in this category. 
According to Kotler (1994), a product can be divided into 4 different levels. 
- Core 
- Physical 
- Extended 
- Symbolic 
The core product reflects the needs the product is supposed to meet; Devold’s 
base layer garments provide a controlled preferably warm body temperature and 
high moisture transportation mainly for outdoor- and leisure activities. The 
physical product is the object Devold actually sells; the base layer product. In the 
extended product, Kotler includes the services for example trained sales personnel 
and product information. At last we have the symbolic product that includes the 
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brand name, colors and packaging. (Solberg 2009:342). The authors have chosen 
to look at packaging as a separate P.  
The symbolic product around Devold would be its unique brand positioning. 
Other features included in the symbolic product are design and color. Based on 
the findings from the focus group simple design, small logos and no patterns were 
preferable. All of the respondents had positive attitude towards the test product: 
Multi-sport.  
7.7.2 Packaging 
According to Kotler and Keller (2009:379-380), the package contributes to attract 
attention, describe the product’s features, create consumer confidence, and make 
favorable impression. Packaging may be seen as the 5th P in the Marketing Mix. 
Devold can also refer to details about the company and differentiate compared to 
other products on the market.  
Devold should focus on providing the customer with an understanding of the 
product inside the package without actually seeing the real product. The 
customers gain knowledge and beliefs of the product features through a describing 
photo on the front and a detailed informational text on the back. A package with 
so many details as Devold’s, it would be necessary to translate it into German.  
Findings from the focus group also suggest that Germans are interested in facts. 
According to Pinya and Mark (2005:1507), they suggest that consumers are 
increasingly reading the label and want it to be clear.  
Even if Devold rely on that information to come forward, it is important that they 
maintain a package that will be noticed in the store. The feedbacks from the focus 
group and the representative from Engelhorn may indicate that the German 
consumer might have difficulties in relating the picture on the package with the 
product. The feeling hole was highly valued by the focus group, because they 
wanted to feel the product prior to purchase. Although Devold should pursue a 
globalized product adjustment strategy, we recommend an adjustment of the 
packaging, linking the picture to outdoor activities and providing the information 
in German. 
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7.8 Price 
The principle of pricing in international markets does not differ tremendously 
from pricing in a local market or in general. Price is an instrument that contributes 
to promote export, but at the same time considered as the foundation for 
profitability and competitiveness (Solberg 2009:375). 
Price is an important cue on perceived value, but it is also very important to keep 
a synergy between the price and the consumers’ value perceptions of the brand. 
Devold is a medium priced brand. When establishing a position on the German 
market, it is important to keep the perceived quality Devold has established in 
Norway.  According to Solberg (2009; 378) the pricing strategy in a secondary 
market should implement marginal pricing, this involves getting such a high price 
as the current market situation allows. This is in accordance to the following 
market goals: 
- To serve the market reasonably 
- Capacity utilization 
Devold is the leader in the home market and is recognized through good quality 
and functionality. In Norway there is a good link between price and product. The 
strategy when making the market entry in Germany should not focus on a large 
adjustment on this synergy, but rather try to implicate this over to the new market. 
Price reflects quality. We have established that Devold has a medium 
preparedness for internationalization and operates in a multi local market. In this 
context, Solberg (2009:386) recommends a local price-follower strategy, meaning 
to adjust the price hence the exciting conditions in the market. Comparing to the 
existing brands in the Germany, Devold are medium priced and is level with their 
natural competitors. This makes it natural to establish a similar price as the main 
competitors. This is a good position when building brand awareness and beliefs in 
a new market.  
 
Devold of Norway – 3rd of June, 2011 
 
 
 71 
 
7.9 Promotion 
The first objective will be to create brand awareness. After brand awareness and 
buying intention have increased, the marketing objectives change. Then the 
company, regarding the level of involvement and affection versus rationalization, 
target the strategy to convince the consumers of choosing its brand over others. In 
order to develop an effective and persuasive marketing communication strategy it 
is necessary to know where in the effect hierarchy the different markets are. 
(Solberg 2009:350).  
To develop the right communication design it is essential to identify the consumer 
buying process. The authors mean Devold's products are regarded as high 
involvement products on the German market due to relatively high price and the 
target group’s involvement in buying outdoor-activity products. Drawing on the 
positioning strategy, including PODs related to experience, history, expertise and 
country of origin, Devold should utilize an emotional strategy in the marketing 
communication. In accordance to the FCB-matrix (Berger 1986) found in Solberg 
(2009), the consumer’s buying process will proceed as following:  
Like  Learn  Buy 
In case of a further penetration of the German market, Devold would seek to break 
the ties between consumers and competitors. Since it is crucial to create brand 
knowledge among the consumers, Keller (2003) suggests marketers to link their 
brands to other entities, for example, people, places, things, or other brands, as 
means to improve their brand equity. In this way Devold can exploit entities that 
are already known in the German market, in creating brand knowledge and brand 
awareness. (Keller 2003) 
To reach target group with a moderate communication budget we suggest 
advertising in outdoor magazines and sponsoring event, to target the segment 
effectively. The webpage and other sources of information should also be 
translated into German. 
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7.10 Organization of exports 
The authors would initially recommend Devold to make a thorough analyze of 
existing markets in order to address markets of particular importance, in order to 
be able to allocate resources towards markets with growth potential.  
The primary markets are those in which the company already has established a 
well rooted foundation. In these markets, goals would be set in order to increase 
market share. Following criteria characterize primary markets. (Solberg. 2009: 
228-230) 
- High market share  
- Relatively high profitability 
- Loyal customers 
- Effective utilization of marketing tools 
- Governance and control 
Devold should analyze its markets based on the criteria we listed above, in order 
to get a clear understanding of the key strategic markets, and further allocate 
resources towards what is found. It should here be identified markets with 
potential for further growth and investments, known as investment markets. 
(Solberg 2009:228). Markets that do not appear in this category could be defined 
as secondary markets. 
It is likely, based upon findings from conversations with Mr. Sandvik, that 
Germany represents a potential for growth for Devold. Judging by the size of the 
German market, this could represent a rather increase in responsibilities for the 
current head of exports. As Devold’s effort in the German market might increase, 
this should not cause less attention towards existing markets. A structural re-
organization might be necessary; in order to assure that this is not the 
consequence of the increased efforts in Germany.  
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8 Recommendation 
Our final recommendation is generated through the critical success factors along 
with the representation forms. 
Our recommendation as to how Devold should strengthen its efforts on the 
German base layer market, is representation through a distributor. The authors 
found this form of representation to be most beneficial due to following factors: 
 A distributor might more likely have better possibilities to keep Devold’s 
products in stock 
 The distributor supports the marketing in the German market 
 Lower control costs 
 This strategy supports Devold’s current internationalization strategy 
The distributor should have a significant network and knowledge about the 
German outdoor market, including merino wool. Devold should emphasize to 
carefully select a distributor that could successfully reach the target market we 
narrowed down to in the segmentation chapter, through a selective distribution 
strategy. It is here important that the distributor contributes to building a sufficient 
level of brand awareness as well as brand image for Devold of Norway AS on the 
German market. 
 
To finalize our recommendation for Devold of Norway’s successful penetration of 
the German market, we find it necessary that the company evaluates the size and 
structure of the current export organization. This was found to be an internal 
weakness in the analytical part, and could therefore represent an obstacle for 
Devold’s long-term success in international markets, including Germany. 
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2 Survey results 
                
                Alter 
               
 
25,3 
              
                
                Geschlecht 
               
Weiblich 42,1 % 
              
Männlich 57,9 % 
              
Summe 100,0 % 
              
                Wie häufig betreiben Sie die folgenden Aktivitäten? (q4) - Joggen (1) 
           
Wöchentlich 43,4 % 
              
Monatlich 15,8 % 
              
Quartalsweise 9,2 % 
              
Jährlich 6,6 % 
              
Nie 25,0 % 
              
Summe 100,0 % 
              
                Wie häufig betreiben Sie die folgenden Aktivitäten? (q4) - Aerobic (2) 
           
Wöchentlich 11,8 % 
              
Monatlich 7,9 % 
              
Quartalsweise 6,6 % 
              
Jährlich 2,6 % 
              
Nie 71,1 % 
              
Summe 100,0 % 
              
                Wie häufig betreiben Sie die folgenden Aktivitäten? (q4) - Bergwandern (3) 
          
Wöchentlich 2,6 % 
              
Monatlich 7,9 % 
              
Quartalsweise 11,8 % 
              
Jährlich 32,9 % 
              
Nie 44,7 % 
              
Summe 100,0 % 
              
                Wie häufig betreiben Sie die folgenden Aktivitäten? (q4) - Wandern (z.B. im Park) (4) 
          
Wöchentlich 17,1 % 
              
Monatlich 22,4 % 
              
Quartalsweise 26,3 % 
              
Jährlich 6,6 % 
              
Nie 27,6 % 
              
Summe 100,0 % 
              
                Wie häufig betreiben Sie die folgenden Aktivitäten? (q4) - Mannschaftssport, drinnen (5) 
         
Wöchentlich 17,1 % 
              
Monatlich 7,9 % 
              
Quartalsweise 19,7 % 
              
Jährlich 6,6 % 
              
Nie 48,7 % 
              
Summe 100,0 % 
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Wie häufig betreiben Sie die folgenden Aktivitäten? (q4) - Mannschaftssport, draußen (6) 
         
Wöchentlich 17,1 % 
              
Monatlich 14,5 % 
              
Quartalsweise 11,8 % 
              
Jährlich 10,5 % 
              
Nie 46,1 % 
              
Summe 100,0 % 
              
                Wie häufig betreiben Sie die folgenden Aktivitäten? (q4) - Ski Alpin (7) 
           
Wöchentlich 1,3 % 
              
Monatlich 2,6 % 
              
Quartalsweise 6,6 % 
              
Jährlich 42,1 % 
              
Nie 47,4 % 
              
Summe 100,0 % 
              
                Wie häufig betreiben Sie die folgenden Aktivitäten? (q4) - Skilanglauf (8) 
           
Wöchentlich 1,3 % 
              
Monatlich 1,3 % 
              
Quartalsweise 3,9 % 
              
Jährlich 13,2 % 
              
Nie 80,3 % 
              
Summe 100,0 % 
              
                q5 (q5) 
               Wie häufig treiben Sie Sport in der Woche? 
             
0 10,5 % 
              
1-3 69,7 % 
              
4-5 13,2 % 
              
6-7 6,6 % 
              
Summe 100,0 % 
              
                q8 (q8) 
               Von welchen der folgenden Geweben haben Sie schon gehört? (Es sind mehrere Antworten möglich) 
        
Baumwolle 98,7 % 
              
Merinowolle 46,1 % 
              
Polyester 100,0 % 
              
Nylon 96,1 % 
              
Kaschmirwolle 92,1 % 
              
Lammwolle 86,8 % 
              
Wolle 97,4 % 
              
Vlieswolle/Fleece 94,7 % 
              
Polyamid 72,4 % 
              
Summe 100,0 % 
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q9 (q9) - Bekleidung aus Wolle hält mich warm während körperlicher Anstrengung.. (1) 
Anhand einer Skala von 1 (stimme voll und ganz zu) bis 5 (stimme überhaupt nicht zu),  
inwieweit stimmen Sie den folgenden Aussagen zu? 
     
Stimme voll und ganz zu 22,4 % 
              
Stimme zu 47,4 % 
              
Weder noch     15,8 % 
              
Stimme nicht zu 7,9 % 
              Stimme überhaupt nicht 
zu 6,6 % 
              
Summe 100,0 % 
              
                q9 (q9) - Bekleidung aus Wolle behaltet die Körpertemperatur.... (2) 
           Anhand einer Skala von 1 (stimme voll und ganz zu) bis 5 (stimme überhaupt nicht zu), 
 inwieweit stimmen Sie den folgenden Aussagen zu? 
     
Stimme voll und ganz zu 21,1 % 
              
Stimme zu 44,7 % 
              
Weder noch     19,7 % 
              
Stimme nicht zu 11,8 % 
              Stimme überhaupt nicht 
zu 2,6 % 
              
Summe 100,0 % 
              
                q9 (q9) - Bekleidung aus Wolle fühlt sich angenehm auf der Haut an (3) 
           Anhand einer Skala von 1 (stimme voll und ganz zu) bis 5 (stimme überhaupt nicht zu),  
inwieweit stimmen Sie den folgenden Aussagen zu? 
     
Stimme voll und ganz zu 14,5 % 
              
Stimme zu 43,4 % 
              
Weder noch     9,2 % 
              
Stimme nicht zu 26,3 % 
              Stimme überhaupt nicht 
zu 6,6 % 
              
Summe 100,0 % 
              
                q9 (q9) - Bekleidung aus Wolle transportiert die Feuchtigkeit vom Körper weg (4) 
          Anhand einer Skala von 1 (stimme voll und ganz zu) bis 5 (stimme überhaupt nicht zu),  
inwieweit stimmen Sie den folgenden Aussagen zu? 
     
Stimme voll und ganz zu 5,3 % 
              
Stimme zu 14,5 % 
              
Weder noch     18,4 % 
              
Stimme nicht zu 42,1 % 
              Stimme überhaupt nicht 
zu 19,7 % 
              
Summe 100,0 % 
              
                q9 (q9) - Ich trage Bekleidung aus Wolle während körperlicher Anstrengung (5) 
          Anhand einer Skala von 1 (stimme voll und ganz zu) bis 5 (stimme überhaupt nicht zu),  
inwieweit stimmen Sie den folgenden Aussagen zu? 
     
Stimme voll und ganz zu 5,3 % 
              
Stimme zu 17,1 % 
              
Weder noch     7,9 % 
              
Stimme nicht zu 31,6 % 
              Stimme überhaupt nicht 
zu 38,2 % 
              
Summe 100,0 % 
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q9 (q9) - Bekleidung aus Wolle eignet sich gut für körperliche Anstrengung (6) 
          Anhand einer Skala von 1 (stimme voll und ganz zu) bis 5 (stimme überhaupt nicht zu), 
 inwieweit stimmen Sie den folgenden Aussagen zu? 
     
Stimme voll und ganz zu 7,9 % 
              
Stimme zu 10,5 % 
              
Weder noch     17,1 % 
              
Stimme nicht zu 30,3 % 
              Stimme überhaupt nicht 
zu 34,2 % 
              
Summe 100,0 % 
              
                q10 (q10) - Bekleidung aus Baumwolle hält mich warm während körperlicher Anstrengung.. (1) 
         Anhand einer Skala von 1 (stimme voll und ganz zu) bis 5 (stimme überhaupt nicht zu),  
inwieweit stimmen Sie den folgenden Aussagen zu? 
     
Stimme voll und ganz zu 13,2 % 
              
Stimme zu 51,3 % 
              
Weder noch     18,4 % 
              
Stimme nicht zu 13,2 % 
              Stimme überhaupt nicht 
zu 3,9 % 
              
Summe 100,0 % 
              
                q10 (q10) - Bekleidung aus Baumwolle behaltet die Körpertemperatur.... (2) 
          Anhand einer Skala von 1 (stimme voll und ganz zu) bis 5 (stimme überhaupt nicht zu), 
 inwieweit stimmen Sie den folgenden Aussagen zu? 
     
Stimme voll und ganz zu 10,5 % 
              
Stimme zu 43,4 % 
              
Weder noch     25,0 % 
              
Stimme nicht zu 13,2 % 
              Stimme überhaupt nicht 
zu 7,9 % 
              
Summe 100,0 % 
              
                q10 (q10) - Bekleidung aus Baumwolle fühlt sich angenehm auf der Haut an (3) 
          Anhand einer Skala von 1 (stimme voll und ganz zu) bis 5 (stimme überhaupt nicht zu), 
 inwieweit stimmen Sie den folgenden Aussagen zu? 
     
Stimme voll und ganz zu 27,6 % 
              
Stimme zu 48,7 % 
              
Weder noch     11,8 % 
              
Stimme nicht zu 7,9 % 
              Stimme überhaupt nicht 
zu 3,9 % 
              
Summe 100,0 % 
              
                q10 (q10) - Bekleidung aus Baumwolle transportiert die Feuchtigkeit vom Körper weg (4) 
         Anhand einer Skala von 1 (stimme voll und ganz zu) bis 5 (stimme überhaupt nicht zu), 
 inwieweit stimmen Sie den folgenden Aussagen zu? 
     
Stimme voll und ganz zu 3,9 % 
              
Stimme zu 17,1 % 
              
Weder noch     23,7 % 
              
Stimme nicht zu 38,2 % 
              Stimme überhaupt nicht 
zu 17,1 % 
              
Summe 100,0 % 
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q10 (q10) - Ich trage Bekleidung aus Baumwolle während körperlicher Anstrengung (5) 
         Anhand einer Skala von 1 (stimme voll und ganz zu) bis 5 (stimme überhaupt nicht zu), 
 inwieweit stimmen Sie den folgenden Aussagen zu? 
     
Stimme voll und ganz zu 11,8 % 
              
Stimme zu 40,8 % 
              
Weder noch     14,5 % 
              
Stimme nicht zu 23,7 % 
              Stimme überhaupt nicht 
zu 9,2 % 
              
Summe 100,0 % 
              
                q10 (q10) - Bekleidung aus Baumwolle eignet sich gut für körperliche Anstrengung (6) 
         Anhand einer Skala von 1 (stimme voll und ganz zu) bis 5 (stimme überhaupt nicht zu),  
inwieweit stimmen Sie den folgenden Aussagen zu? 
     
Stimme voll und ganz zu 7,9 % 
              
Stimme zu 30,3 % 
              
Weder noch     22,4 % 
              
Stimme nicht zu 25,0 % 
              Stimme überhaupt nicht 
zu 14,5 % 
              
Summe 100,0 % 
              
                q12 (q12) - Joggen (1) 
               Anhand einer Skala von 1 (eignet sich gut) bis 5 (eignet sich nicht), 
 inwieweit eignet sich Wolle für die folgenden Aktivitäten? 
      
Eignet sich sehr gut 5,3 % 
              
Eignet sich gut 13,2 % 
              
Weder noch 17,1 % 
              
Eignet sich nicht 38,2 % 
              Eignet 
sich überhaupt nicht 26,3 % 
              
Summe 100,0 % 
              
                q12 (q12) - Ski Alpin (2) 
               Anhand einer Skala von 1 (eignet sich gut) bis 5 (eignet sich nicht),  
inwieweit eignet sich Wolle für die folgenden Aktivitäten? 
      
Eignet sich sehr gut 25,0 % 
              
Eignet sich gut 30,3 % 
              
Weder noch 27,6 % 
              
Eignet sich nicht 10,5 % 
              Eignet 
sich überhaupt nicht 6,6 % 
              
Summe 100,0 % 
              
                q12 (q12) - Skilanglauf (3) 
              Anhand einer Skala von 1 (eignet sich gut) bis 5 (eignet sich nicht),  
inwieweit eignet sich Wolle für die folgenden Aktivitäten? 
      
Eignet sich sehr gut 21,1 % 
              
Eignet sich gut 23,7 % 
              
Weder noch 27,6 % 
              
Eignet sich nicht 21,1 % 
              Eignet 
sich überhaupt nicht 6,6 % 
              
Summe 100,0 % 
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q12 (q12) - Wandern (z.B. im Park) (4) 
              Anhand einer Skala von 1 (eignet sich gut) bis 5 (eignet sich nicht),  
inwieweit eignet sich Wolle für die folgenden Aktivitäten? 
      
Eignet sich sehr gut 9,2 % 
              
Eignet sich gut 53,9 % 
              
Weder noch 25,0 % 
              
Eignet sich nicht 10,5 % 
              Eignet 
sich überhaupt nicht 1,3 % 
              
Summe 100,0 % 
              
                q12 (q12) - Bergwandern (5) 
              Anhand einer Skala von 1 (eignet sich gut) bis 5 (eignet sich nicht),  
inwieweit eignet sich Wolle für die folgenden Aktivitäten? 
      
Eignet sich sehr gut 14,5 % 
              
Eignet sich gut 48,7 % 
              
Weder noch 23,7 % 
              
Eignet sich nicht 10,5 % 
              Eignet 
sich überhaupt nicht 2,6 % 
              
Summe 100,0 % 
              
                q12 (q12) - Als Alltagsbekleidung im Sommer (6) 
             Anhand einer Skala von 1 (eignet sich gut) bis 5 (eignet sich nicht), 
 inwieweit eignet sich Wolle für die folgenden Aktivitäten? 
      
Eignet sich sehr gut 5,3 % 
              
Eignet sich gut 14,5 % 
              
Weder noch 21,1 % 
              
Eignet sich nicht 23,7 % 
              Eignet 
sich überhaupt nicht 35,5 % 
              
Summe 100,0 % 
              
                q12 (q12) - Als Alltagsbekleidung im Winter (7) 
             Anhand einer Skala von 1 (eignet sich gut) bis 5 (eignet sich nicht), 
 inwieweit eignet sich Wolle für die folgenden Aktivitäten? 
      
Eignet sich sehr gut 38,2 % 
              
Eignet sich gut 47,4 % 
              
Weder noch 3,9 % 
              
Eignet sich nicht 5,3 % 
              Eignet 
sich überhaupt nicht 5,3 % 
              
Summe 100,0 % 
              
                q12 (q12) - Aerobic (8) 
               Anhand einer Skala von 1 (eignet sich gut) bis 5 (eignet sich nicht),  
inwieweit eignet sich Wolle für die folgenden Aktivitäten? 
      
Eignet sich sehr gut 2,6 % 
              
Eignet sich gut 6,6 % 
              
Weder noch 15,8 % 
              
Eignet sich nicht 30,3 % 
              Eignet 
sich überhaupt nicht 44,7 % 
              
Summe 100,0 % 
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q13 (q13) - Joggen (1) 
Auf einer Skala von 1 (sehr wichtig) bis 5 (überhaupt nicht wichtig),  
inwieweit ist es Ihnen wichtig, die richtige Bekleidung bei den unten stehenden Aktivitäten zu tragen 
  
Sehr wichtig 21,1 % 
              
Wichtig 53,9 % 
              
Weder noch 11,8 % 
              
Nicht wichtig 9,2 % 
              
Überhaupt nicht wichtig 3,9 % 
              
Summe 100,0 % 
              
                q13 (q13) - Ski Alpin (2) 
               Auf einer Skala von 1 (sehr wichtig) bis 5 (überhaupt nicht wichtig), 
 inwieweit ist es Ihnen wichtig, die richtige Bekleidung bei den unten stehenden Aktivitäten zu tragen 
  
Sehr wichtig 56,6 % 
              
Wichtig 17,1 % 
              
Weder noch 14,5 % 
              
Nicht wichtig 3,9 % 
              
Überhaupt nicht wichtig 7,9 % 
              
Summe 100,0 % 
              
                q13 (q13) - Skilanglauf (3) 
              Auf einer Skala von 1 (sehr wichtig) bis 5 (überhaupt nicht wichtig), 
 inwieweit ist es Ihnen wichtig, die richtige Bekleidung bei den unten stehenden Aktivitäten zu tragen 
  
Sehr wichtig 42,1 % 
              
Wichtig 23,7 % 
              
Weder noch 22,4 % 
              
Nicht wichtig 5,3 % 
              
Überhaupt nicht wichtig 6,6 % 
              
Summe 100,0 % 
              
                q13 (q13) - Wandern (z.B. im Park) (4) 
              Auf einer Skala von 1 (sehr wichtig) bis 5 (überhaupt nicht wichtig),  
inwieweit ist es Ihnen wichtig, die richtige Bekleidung bei den unten stehenden Aktivitäten zu tragen 
  
Sehr wichtig 9,2 % 
              
Wichtig 27,6 % 
              
Weder noch 30,3 % 
              
Nicht wichtig 25,0 % 
              
Überhaupt nicht wichtig 7,9 % 
              
Summe 100,0 % 
              
                q13 (q13) - Bergwandern (5) 
              Auf einer Skala von 1 (sehr wichtig) bis 5 (überhaupt nicht wichtig),  
inwieweit ist es Ihnen wichtig, die richtige Bekleidung bei den unten stehenden Aktivitäten zu tragen 
  
Sehr wichtig 25,0 % 
              
Wichtig 43,4 % 
              
Weder noch 18,4 % 
              
Nicht wichtig 7,9 % 
              
Überhaupt nicht wichtig 5,3 % 
              
Summe 100,0 % 
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q13 (q13) - Aerobic (8) 
               Auf einer Skala von 1 (sehr wichtig) bis 5 (überhaupt nicht wichtig), 
 inwieweit ist es Ihnen wichtig, die richtige Bekleidung bei den unten stehenden Aktivitäten zu tragen 
  
Sehr wichtig 11,8 % 
              
Wichtig 31,6 % 
              
Weder noch 34,2 % 
              
Nicht wichtig 6,6 % 
              
Überhaupt nicht wichtig 15,8 % 
              
Summe 100,0 % 
              
                Zu welchen Jahreszeiten verwendet man Unterwäsche aus Wolle? (Es sind mehrere Antworten möglich) (q14) 
       
Im Frühling 21,1 % 
              
Im Sommer 10,5 % 
              
Im Herbst 51,3 % 
              
Im Winter 93,4 % 
              
Summe 100,0 % 
              
                q15 (q15) 
               Zu welchen Jahreszeiten verwenden Sie persönlich Unterwäsche aus Wolle? (Es sind mehrere Antworten möglich) 
       
Im Frühling 18,4 % 
              
Im Sommer 10,5 % 
              
Im Herbst 21,1 % 
              
Im Winter 60,5 % 
              
Summe 100,0 % 
              
                Wie häufig tragen Sie Unterwäsche aus Wolle? (q16) 
            
Wöchentlich 13,2 % 
              
Monatlich 5,3 % 
              
Quartalsweise 9,2 % 
              
Jährlich 21,1 % 
              
Nie 51,3 % 
              
Summe 100,0 % 
              
                q18 (q18) 
               Welche der folgenden Marken haben Sie schon gehört? (Es sind mehrere Antworten möglich) 
         
Odlo 34,2 % 
              
Adidas 97,4 % 
              
Mammut 57,9 % 
              
Nike 96,1 % 
              
Devold 7,9 % 
              
Smartwool 9,2 % 
              
Brynje 1,3 % 
              
Fjällräven 34,2 % 
              
Icebreaker 40,8 % 
              
Puma 97,4 % 
              
Helly-Hansen 67,1 % 
              
Ortovox 11,8 % 
              
Arcteryxx 9,2 % 
              
I/O Bio 2,6 % 
              
Craft 13,2 % 
              
Wool Power 2,6 % 
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Ulvang 6,6 % 
              
Norheim 13,2 % 
              
Summe 100,0 % 
              
                q17 (q17) 
               Welche der folgenden Marken stellen Bekleidung aus Merinowolle her? (Es sind mehrere Antworten möglich) 
       
Odlo 10,5 % 
              
Adidas 9,2 % 
              
Mammut 11,8 % 
              
Nike 6,6 % 
              
Devold 7,9 % 
              
Smartwool 14,5 % 
              
Brynje 5,3 % 
              
Fjällräven 19,7 % 
              
Icebreaker 13,2 % 
              
Puma 6,6 % 
              
Helly-Hansen 11,8 % 
              
Ortovox 5,3 % 
              
Arcteryxx 2,6 % 
              
I/O Bio 2,6 % 
              
Craft 1,3 % 
              
Wool Power 10,5 % 
              
Ulvang 6,6 % 
              
Norheim 2,6 % 
              
Summe 100,0 % 
              
                q19 (q19) - Empfehlungen, Aussage und Meinungen meiner Freunde (1) 
           Anhand einer Skala von 1 (nicht wichtig) bis 5 (sehr wichtig),  
inwieweit sind die folgenden Faktoren wichtig, wenn Sie sich für eine spezifische Marke in der Kategorie Funktionsunterwäsche entscheiden? 
Überhaupt nicht wichtig 9,2 % 
              
Nicht wichtig 10,5 % 
              
Weder noch 7,9 % 
              
Wichtig 48,7 % 
              
Sehr wichtig 23,7 % 
              
Summe 100,0 % 
              
                q19 (q19) - Empfehlungen, Aussage und Meinungen meiner Familie (2) 
           Anhand einer Skala von 1 (nicht wichtig) bis 5 (sehr wichtig),  
inwieweit sind die folgenden Faktoren wichtig, wenn Sie sich für eine spezifische Marke in der Kategorie Funktionsunterwäsche entscheiden? 
Überhaupt nicht wichtig 5,3 % 
              
Nicht wichtig 6,6 % 
              
Weder noch 13,2 % 
              
Wichtig 47,4 % 
              
Sehr wichtig 27,6 % 
              
Summe 100,0 % 
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q19 (q19) - Werbung (3) 
Anhand einer Skala von 1 (nicht wichtig) bis 5 (sehr wichtig),  
inwieweit sind die folgenden Faktoren wichtig, wenn Sie sich für eine spezifische Marke in der Kategorie Funktionsunterwäsche entscheiden? 
Überhaupt nicht wichtig 14,5 % 
              
Nicht wichtig 27,6 % 
              
Weder noch 38,2 % 
              
Wichtig 19,7 % 
              
Sehr wichtig 0,0 % 
              
Summe 100,0 % 
              
                q19 (q19) - Film und Fernsehen (4) 
              Anhand einer Skala von 1 (nicht wichtig) bis 5 (sehr wichtig),  
inwieweit sind die folgenden Faktoren wichtig, wenn Sie sich für eine spezifische Marke in der Kategorie Funktionsunterwäsche entscheiden? 
Überhaupt nicht wichtig 18,4 % 
              
Nicht wichtig 35,5 % 
              
Weder noch 27,6 % 
              
Wichtig 17,1 % 
              
Sehr wichtig 1,3 % 
              
Summe 100,0 % 
              
                q19 (q19) - Berühmte Sportler/Sportlerinnen (5) 
             Anhand einer Skala von 1 (nicht wichtig) bis 5 (sehr wichtig),  
inwieweit sind die folgenden Faktoren wichtig, wenn Sie sich für eine spezifische Marke in der Kategorie Funktionsunterwäsche entscheiden? 
Überhaupt nicht wichtig 19,7 % 
              
Nicht wichtig 19,7 % 
              
Weder noch 28,9 % 
              
Wichtig 26,3 % 
              
Sehr wichtig 5,3 % 
              
Summe 100,0 % 
              
                q19 (q19) - Verkäufers Empfehlungen (6) 
             Anhand einer Skala von 1 (nicht wichtig) bis 5 (sehr wichtig), inwieweit sind die folgenden Faktoren wichtig, wenn Sie sich für eine spezifische Marke in der Kategorie Funktionsunterwäsche entscheiden? 
Überhaupt nicht wichtig 7,9 % 
              
Nicht wichtig 5,3 % 
              
Weder noch 22,4 % 
              
Wichtig 55,3 % 
              
Sehr wichtig 9,2 % 
              
Summe 100,0 % 
              
                q19 (q19) - Preis (7) 
               Anhand einer Skala von 1 (nicht wichtig) bis 5 (sehr wichtig),  
inwieweit sind die folgenden Faktoren wichtig, wenn Sie sich für eine spezifische Marke in der Kategorie Funktionsunterwäsche entscheiden? 
Überhaupt nicht wichtig 1,3 % 
              
Nicht wichtig 6,6 % 
              
Weder noch 14,5 % 
              
Wichtig 50,0 % 
              
Sehr wichtig 27,6 % 
              
Summe 100,0 % 
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q19 (q19) - Verfügbarkeit (8) 
Anhand einer Skala von 1 (nicht wichtig) bis 5 (sehr wichtig),  
inwieweit sind die folgenden Faktoren wichtig,  
wenn Sie sich für eine spezifische Marke in der Kategorie Funktionsunterwäsche entscheiden? 
Überhaupt nicht wichtig 2,6 % 
              
Nicht wichtig 9,2 % 
              
Weder noch 26,3 % 
              
Wichtig 50,0 % 
              
Sehr wichtig 11,8 % 
              
Summe 100,0 % 
              
                q19 (q19) - Passform (9) 
              Anhand einer Skala von 1 (nicht wichtig) bis 5 (sehr wichtig),  
inwieweit sind die folgenden Faktoren wichtig,  
wenn Sie sich für eine spezifische Marke in der Kategorie Funktionsunterwäsche entscheiden? 
Überhaupt nicht wichtig 3,9 % 
              
Nicht wichtig 2,6 % 
              
Weder noch 9,2 % 
              
Wichtig 40,8 % 
              
Sehr wichtig 43,4 % 
              
Summe 100,0 % 
              
                q19 (q19) - Funktionalitäten (10) 
              Anhand einer Skala von 1 (nicht wichtig) bis 5 (sehr wichtig), 
 inwieweit sind die folgenden Faktoren wichtig,  
wenn Sie sich für eine spezifische Marke in der Kategorie Funktionsunterwäsche entscheiden? 
Überhaupt nicht wichtig 5,3 % 
              
Nicht wichtig 2,6 % 
              
Weder noch 7,9 % 
              
Wichtig 39,5 % 
              
Sehr wichtig 44,7 % 
              
Summe 100,0 % 
              
                q19 (q19) - Design (11) 
               Anhand einer Skala von 1 (nicht wichtig) bis 5 (sehr wichtig),  
inwieweit sind die folgenden Faktoren wichtig, wenn Sie sich für eine spezifische Marke in der Kategorie Funktionsunterwäsche entscheiden? 
Überhaupt nicht wichtig 5,3 % 
              
Nicht wichtig 11,8 % 
              
Weder noch 22,4 % 
              
Wichtig 38,2 % 
              
Sehr wichtig 22,4 % 
              
Summe 100,0 % 
              
                q19 (q19) - Verpackung (12) 
              Anhand einer Skala von 1 (nicht wichtig) bis 5 (sehr wichtig),  
inwieweit sind die folgenden Faktoren wichtig, wenn Sie sich für eine spezifische Marke in der Kategorie Funktionsunterwäsche entscheiden? 
Überhaupt nicht wichtig 32,9 % 
              
Nicht wichtig 42,1 % 
              
Weder noch 18,4 % 
              
Wichtig 6,6 % 
              
Sehr wichtig 0,0 % 
              
Summe 100,0 % 
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q19 (q19) - Art des Gewebes (13) 
Anhand einer Skala von 1 (nicht wichtig) bis 5 (sehr wichtig),  
inwieweit sind die folgenden Faktoren wichtig, wenn Sie sich für eine spezifische Marke in der Kategorie Funktionsunterwäsche entscheiden? 
Überhaupt nicht wichtig 2,6 % 
              
Nicht wichtig 10,5 % 
              
Weder noch 13,2 % 
              
Wichtig 51,3 % 
              
Sehr wichtig 22,4 % 
              
Summe 100,0 % 
              
                q38 (q38) - Billig (1) 
               Welche Assoziationen haben Sie zu Produkten aus Norwegen? 
           
Stimme voll und ganz zu 0,0 % 
              
Stimme zu 3,9 % 
              
Weder noch 27,6 % 
              
Stimme nicht zu 28,9 % 
              Stimme überhaupt nicht 
zu 39,5 % 
              
Summe 100,0 % 
              
                q38 (q38) - Gutes Design (2) 
              Welche Assoziationen haben Sie zu Produkten aus Norwegen? 
           
Stimme voll und ganz zu 6,6 % 
              
Stimme zu 46,1 % 
              
Weder noch 42,1 % 
              
Stimme nicht zu 3,9 % 
              Stimme überhaupt nicht 
zu 1,3 % 
              
Summe 100,0 % 
              
                q38 (q38) - Gute Qualität (3) 
              Welche Assoziationen haben Sie zu Produkten aus Norwegen? 
           
Stimme voll und ganz zu 26,3 % 
              
Stimme zu 51,3 % 
              
Weder noch 14,5 % 
              
Stimme nicht zu 6,6 % 
              Stimme überhaupt nicht 
zu 1,3 % 
              
Summe 100,0 % 
              
                q38 (q38) - Umweltfreundlich (4) 
              Welche Assoziationen haben Sie zu Produkten aus Norwegen? 
           
Stimme voll und ganz zu 11,8 % 
              
Stimme zu 39,5 % 
              
Weder noch 42,1 % 
              
Stimme nicht zu 6,6 % 
              Stimme überhaupt nicht 
zu 0,0 % 
              
Summe 100,0 % 
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q38 (q38) - Orginalität (5) 
Welche Assoziationen haben Sie zu Produkten aus Norwegen? 
           
Stimme voll und ganz zu 19,7 % 
              
Stimme zu 44,7 % 
              
Weder noch 26,3 % 
              
Stimme nicht zu 9,2 % 
              Stimme überhaupt nicht 
zu 0,0 % 
              
Summe 100,0 % 
              
                q38 (q38) - Teuer (6) 
               Welche Assoziationen haben Sie zu Produkten aus Norwegen? 
           
Stimme voll und ganz zu 26,3 % 
              
Stimme zu 35,5 % 
              
Weder noch 27,6 % 
              
Stimme nicht zu 7,9 % 
              Stimme überhaupt nicht 
zu 2,6 % 
              
Summe 100,0 % 
              
                q38 (q38) - Traditionalität (7) 
              Welche Assoziationen haben Sie zu Produkten aus Norwegen? 
           
Stimme voll und ganz zu 11,8 % 
              
Stimme zu 43,4 % 
              
Weder noch 35,5 % 
              
Stimme nicht zu 7,9 % 
              Stimme überhaupt nicht 
zu 1,3 % 
              
Summe 100,0 % 
              
                q28 (q28) 
               Inwieweit engagieren Sie sich für die Umwelt? 
             
Überhaupt nicht engagiert 2,6 % 
              
Nicht engagiert 10,5 % 
              
Weder noch 28,9 % 
              
Engagiert 48,7 % 
              
Weitgehend engagiert 9,2 % 
              
Summe 100,0 % 
              
                Beim Kauf eines Produktes, inwieweit ist das Umweltzeichen Ihnen wichtig? (q30) 
          
Überhaupt nicht wichtig 5,3 % 
              
Nicht wichtig 19,7 % 
              
Weder noch 23,7 % 
              
Wichtig 38,2 % 
              
Sehr wichtig 13,2 % 
              
Summe 100,0 % 
              
                Haben Sie von der Marke Devold of Norway schon gehört? (q31) 
           
Ja 7,9 % 
              
Nein 92,1 % 
              
Summe 100,0 % 
              
                
 
q32 (q32) 
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In welcher Abteilung eines Sportsgeschäfts ist das abgebildete Produkt am wahrscheinlichsten zu finden? (Bitte, klicken auf dem Link) Link 
     
Laufenbekleidung 22,4 % 
              
Skikleidung 40,8 % 
              
Outdoor 34,2 % 
              
Klettern 0,0 % 
              
Alltagsbekleidung 2,6 % 
              
Fußball 0,0 % 
              
Summe 100,0 % 
              
                q39 (q39) - Traditionell (1) 
              Wie finden Sie diese Verpackung? (Bitte, klicken auf dem Link)Link 
           
Stimme voll und ganz zu 11,8 % 
              
Stimme zu 25,0 % 
              
Weder noch 42,1 % 
              
Stimme nicht zu 15,8 % 
              Stimme überhaupt nicht 
zu 5,3 % 
              
Summe 100,0 % 
              
                q39 (q39) - Ansprechend (2) 
              Wie finden Sie diese Verpackung? (Bitte, klicken auf dem Link)Link 
           
Stimme voll und ganz zu 3,9 % 
              
Stimme zu 40,8 % 
              
Weder noch 22,4 % 
              
Stimme nicht zu 27,6 % 
              Stimme überhaupt nicht 
zu 5,3 % 
              
Summe 100,0 % 
              
                q39 (q39) - Freizeit (3) 
               Wie finden Sie diese Verpackung? (Bitte, klicken auf dem Link)Link 
           
Stimme voll und ganz zu 7,9 % 
              
Stimme zu 51,3 % 
              
Weder noch 22,4 % 
              
Stimme nicht zu 14,5 % 
              Stimme überhaupt nicht 
zu 3,9 % 
              
Summe 100,0 % 
              
                q39 (q39) - Sport (4) 
               Wie finden Sie diese Verpackung? (Bitte, klicken auf dem Link)Link 
           
Stimme voll und ganz zu 11,8 % 
              
Stimme zu 50,0 % 
              
Weder noch 22,4 % 
              
Stimme nicht zu 14,5 % 
              Stimme überhaupt nicht 
zu 1,3 % 
              
Summe 100,0 % 
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q39 (q39) - Billig (5) 
Wie finden Sie diese Verpackung? (Bitte, klicken auf dem Link)Link 
           
Stimme voll und ganz zu 9,2 % 
              
Stimme zu 13,2 % 
              
Weder noch 38,2 % 
              
Stimme nicht zu 30,3 % 
              Stimme überhaupt nicht 
zu 9,2 % 
              
Summe 100,0 % 
              
                q39 (q39) - Innovativ (6) 
               Wie finden Sie diese Verpackung? (Bitte, klicken auf dem Link)Link 
           
Stimme voll und ganz zu 5,3 % 
              
Stimme zu 7,9 % 
              
Weder noch 32,9 % 
              
Stimme nicht zu 34,2 % 
              Stimme überhaupt nicht 
zu 19,7 % 
              
Summe 100,0 % 
              
                q39 (q39) - Abstoßend (7) 
              Wie finden Sie diese Verpackung? (Bitte, klicken auf dem Link)Link 
           
Stimme voll und ganz zu 6,6 % 
              
Stimme zu 6,6 % 
              
Weder noch 25,0 % 
              
Stimme nicht zu 35,5 % 
              Stimme überhaupt nicht 
zu 26,3 % 
              
Summe 100,0 % 
              
                q39 (q39) - Teuer (8) 
               Wie finden Sie diese Verpackung? (Bitte, klicken auf dem Link)Link 
           
Stimme voll und ganz zu 2,6 % 
              
Stimme zu 14,5 % 
              
Weder noch 51,3 % 
              
Stimme nicht zu 23,7 % 
              Stimme überhaupt nicht 
zu 7,9 % 
              
Summe 100,0 % 
              
                Der Werbespruch «Worn by Norwegians since 1853» gibt einen Eindruck von... (q33) - ..Kenntnisse (1) 
        
Stimme voll und ganz zu 23,7 % 
              
Stimme zu 46,1 % 
              
Weder noch 19,7 % 
              
Stimme nicht zu 9,2 % 
              Stimme überhaupt nicht 
zu 1,3 % 
              
Summe 100,0 % 
              
                
 
 
 
 
 
 
 
 
        
Devold of Norway – 3rd of June, 2011 
 
 
 107 
 
 
Der Werbespruch «Worn by Norwegians since 1853» gibt einen Eindruck von... (q33) - ..Traditionen (2) 
Stimme voll und ganz zu 48,7 % 
              
Stimme zu 40,8 % 
              
Weder noch 6,6 % 
              
Stimme nicht zu 2,6 % 
              Stimme überhaupt nicht 
zu 1,3 % 
              
Summe 100,0 % 
              
                Der Werbespruch «Worn by Norwegians since 1853» gibt einen Eindruck von... (q33) - ..Erfahrungen (3) 
        
Stimme voll und ganz zu 34,2 % 
              
Stimme zu 52,6 % 
              
Weder noch 6,6 % 
              
Stimme nicht zu 3,9 % 
              Stimme überhaupt nicht 
zu 2,6 % 
              
Summe 100,0 % 
              
                Der Werbespruch «Worn by Norwegians since 1853» gibt einen Eindruck von... (q33) - ..Qualität (4) 
        
Stimme voll und ganz zu 26,3 % 
              
Stimme zu 43,4 % 
              
Weder noch 18,4 % 
              
Stimme nicht zu 9,2 % 
              Stimme überhaupt nicht 
zu 2,6 % 
              
Summe 100,0 % 
              
                q34 (q34) 
               Wie interessant fanden Sie es, auf diese Umfrage zu antworten? 
           Überhaupt nicht 
interessant 7,9 % 
              
Nicht interessant 14,5 % 
              
Weder noch 30,3 % 
              
Interessant 44,7 % 
              
Sehr interessant 2,6 % 
              
Summe 100,0 % 
              
                q35 (q35) 
               Inwieweit hatten Sie vor dieser Befragung Kenntnisse des Themas? 
           
Überhaupt keine 14,5 % 
              
Keine 25,0 % 
              
Weder noch 35,5 % 
              
Gute 25,0 % 
              
Sehr gute 0,0 % 
              
Summe 100,0 % 
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3 Interview with Globetrotter 
In order to get a better understanding of how a distributor handles and views the 
market for merino base layer products, we held an interview with a store manager 
from the biggest distributor in Europe in the outdoor segment – Globetrotter. The 
interview took place at the Globetrotter outlet in Frankfurt, 14.04.2011. 
About Globetrotter  
Globetrotter is Europe's largest outdoor retailer with six branches in 
Hamburg, Berlin, Dresden, Frankfurt, Bonn and Cologne, online store and 
catalogue business. The company was founded in 1979 by globetrotter and 
survival experts Denart Klaus og Lech Peter Hart. The company opened their 
first store in 1979. It was north Germany’s first store specialized on equipment for 
expeditions, safaris, survival, trekking.  
The business founders themselves could draw on many years of experience. 
Today the company name is synonymous with quality clothes and 
equipment. At Globetrotter the quality, service, environment and personnel 
management are in the foreground. Corporate social responsibility is an 
important factor. They cooperate with businesses and i.e. tour operators and 
event in the outdoor life, trekking, environmental and climate organisations, 
mainly from Germany, Austria and the Nordic countries.  
Requirements – when introducing a new brand 
”What are important requirements to Globetrotter when introducing a new brand 
into the portfolio of brands?” 
“We are a market oriented enterprise, and we focus on the customers demand for 
products and brands solemnly. Customers often come to visits our outlets and ask 
for a brand we might not have in our portfolio – something we keep record of. 
When frequently occurrence, we initiate the process with evaluating the 
possibility of introducing the prospective producer.” 
The initial response from her was that Globetrotter is strict, and very structured 
when considering a new brand to their brand portfolio. The evaluation of new 
Devold of Norway – 3rd of June, 2011 
 
 
 109 
 
brands is made by the top-management from the six outlets, where products are 
thoroughly tested and scanned for flaws.  It appeared evident to the interviewees 
that Globetrotter possess great knowledge about their products. When displaying 
her to Devold’s Multi Sport, the initial response was “products that contain less 
than 1% elystan do not need to indicate this in product specifications – does this 
product contain this?” The fact that she was sceptical indicates that she has good 
knowledge and globetrotter is significantly interested in knowing every single 
detail about the product they consider to distribute. 
Another interesting fact was the importance of a good and effective system of 
distribution, as Globetrotter values a trustworthy relationship with their suppliers. 
Globetrotter emphasizes to have products in stock whenever needed, and avoid 
keeping products in stock over a long period. 
Country of origin effect 
When asked about the country-of-origin effect she replied that she associated high 
quality products from Norway. However, she did not feel that the historical 
development or current market share in Norway could be related to the eventual 
success of Devold of Norway on the German market – but was open for the 
possibility if the products are genuinely favourable for the customers. In this 
matter she related the entry of a different Norwegian brand on the German market, 
where they used this type of communication as a part of their strategy – which 
was not successful. 
The merino outdoor base layer market 
According to Globetrotter, garments for outdoor activities in merino have a 
particular high demand due to the fact that the garments are stink free, soft and of 
high quality. It was evident that Globetrotter found the provider Icebreaker to be 
the biggest and most significant producer on the German base layer market, when 
asked about that. 
Merino base layer apparels have had an increasing demand, especially in Berlin 
and in the Hamburg area. According to Judith, Northern Germany should be the 
most attractive market for a small Norwegian producer, though people would 
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adapt a Norwegian concept faster then compared to the south of Germany. The 
south of Germany could be characterized as more design focused, and demanding 
of brands from the alp-region or Italy. 
“The products in this category have a higher demand during winter season, 
however – as knowledge about the benefits of merino increase, there will be also 
big potential when it comes to the summer season”. Consumers in the target 
market reason a relatively high price per product in this category, as most of the 
costumers that buy these products are aware of the benefits, quality and 
exclusivity – according to Judith. Characteristics in target group are active people 
that like to do activities outdoors; cycling, walking and even outdoor running. 
Sales channels – Globetrotter 
The Globetrotter magazine is published in XX “eksemplar” and distributed 
throughout Germany. Sales are done through either the Internet shop at 
(globetrotter.de), catalogues or in one of the six Globetrotter outlets. One 
interesting trend is that if you combine sales figures in Internet and catalogue – 
then these will account for the same amount of sales.  Another perspective is that 
people look through the catalogue, and bring it to the store when purchasing – as 
people do with the IKEA catalogue. 
Positioning of the merino wool outdoor base layer market 
When asked upon the positioning of the brands in the merino sport and outdoor 
market, she replied that there is a trend that is evolving within the customers of 
Globetrotter, as in Norway – that these two are “growing together”. “Consumers 
often buy several merino underwear apparels to different outdoor and sport 
activities.” However, on the contrary, Germans do not tend to buy merino for 
fitness centre or indoor sports – so there might be a different view on this question 
in chains such as i.e. intersport where most stores are divided into carefully 
defined segments (outdoor, sport etc.) 
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4 Interview with Engelhorn Sports 
Engelhorn Sports is a part of the Rhein-Neckar Engelhorn family and also part of 
the European sports group Intersport. Divided over seven floors and a total of 
9,600 square meters, in addition to a fully operational Internet online store 
Engelhorn offer a broad range of products to both the leisure- and the sporting 
market. It is definitely one of the largest sports retailers in Europe. Their overall 
strategy is to offer quality products to the whole market. Engelhorn wishes to be 
close to the customer and see themselves as trendsetters in the market. Regarding 
the product and placement strategy Engelhorn tends to a keep it simple strategy. 
Few suppliers, clear department division, good product placement and well-
known quality products. The focus on service is very important and to manage to 
give the customers what they actual are searching and the experience of a 
successful purchase. In the matter of price sensitivity it seems to weaken, when 
Engelhorn does not focus on keeping the prices low, but instead offer quality 
products and fulfilling service. Regarding the communication strategy Engelhorn 
implements a semi-aggressive strategy through mainly newspaper prints and 
billboards around the Rhein-Neckar area. Engelhorn operates with a large storage 
unit or logistics centre, due to the online store. All purchasing is performed in-
house and preferable in large quantities. When a product turns out to be a success, 
through a continuing evaluation process all through the season, replenishment is 
very important. Delivery time on the other hand is not a priority due to good 
planning and communication between the provider and the retailer. It is extremely 
important to be able to deliver to the customer all through the season though. 
Engelhorn have a stable brand portfolio and makes few changes from year to year. 
The retailer size of Engelhorn makes them a powerful purchaser. To get an entry 
at Engelhorn the providers have to be trustworthy, tell an interesting story and 
deliver a different and exciting product range. It is important to stand out and 
deliver quality products. 
Engelhorn Outdoor 
The Engelhorn representative divides their outdoor segments into two groups: 
“The traditional” and “the modern”. The consumers in the traditional segment are 
middle-aged people who loves nature. They stay in the region; here they prefer the 
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traditional brands like Jack Wolfskin. Walking and light hiking are most 
represented activities in this segment. The modern explorers constitute the other 
segment. They use the newest equipment and gear. They keep themselves updated 
through magazine articles and are always searching for the next big thing. The 
people filling this segment are young active explorers who use their leisure time 
in the Alps or the Himalayas. They are future oriented and think eco-friendly. 
The outdoor department is one of the highest grossing at Engelhorn Sports 
depending on the seasons.  
Engelhorns views on Devold of Norway 
The representative from Engelhorn has no prior knowledge of Devold. Norrøna 
was the only recognized Norwegian brand, even with Odlo in-store. Even if the 
country of origin is not that important the representative gives the following 
reflection when thinking of Norway as country of origin: 
“Traditions and experience with nature tells a true story and credibility towards 
especially the outdoor market.” 
He continues with a comparison to Sweden, Finland and New Zealand the origin 
of their main supplier to the wool base layer segment, Ice Breaker. Germany lack 
this credibility towards nature and outdoor. 
When I introduced him to the product (Multi Sport) he seems surprised. 
“Is this really merino wool? It’s so soft, it feels like cotton” 
The Multi Sport product was clearly interesting. He really enjoyed the quality and 
its simple design.  His views on the packaging matched what we achieved through 
our focus group interviews. 
“The front picture doesn’t relate to the product, is the man evil or sad?” 
The backside of the packaging was on the other hand a lot more positive. With 
references to the heritage of Devold and Norway. He also suggested that merino 
wool should be more visual. 
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Merino Wool at Engelhorn 
Out of all the base layer products at Engelhorn merino wool only makes out 10% 
of the range. Ice Breaker is the only brand represented, while in the synthetic 
range there are several providers like Odlo, Kaikialla, Bionic, Under Armour, 
Adidas and Nike. This market share is tending to grow. This might be difficult 
because of synthetic brands with high market power would like to keep the level 
of the synthetic fabrics high. The total market share of base layer underwear at 
Engelhorn is less than 5%. There are naturally season fluctuations in merino wool 
sales between summer and winter, but merino wool is offered all year through. 
The representative from Engelhorn could mention the following merino wool 
providers that have been offered by Engelhorn: Ice Breaker, Kaikialla, and 
Mammut. Number of brands is about to be downsized. 
Engelhorns views on the German market and consumer 
As mentioned earlier Engelhorn wishes to supply the whole market with sporting 
goods and perform segmentation only through departments. They attract 
customers who want’s quality and are willing to pay a little extra to achieve this. 
The consumer product knowledge is very high. The majority of the customers 
know what they want before entering the store. An interesting matter is that in 
brand awareness and brand importance is it divided in the middle. About half of 
the customers that want to buy base layer products are regardless of brand as long 
as the quality matches their expectations.  
The customers purchasing base layer underwear is not specifically divided by age, 
but if we look to gender, there are about 60% men and 40% women who represent 
this market. Regarding social status and geographically division of sales of merino 
wool, it is interesting to see that the differences is not about the closeness to the 
Alps, but more of a financial state. There are clear differences between East and 
West Germany, not as much between North and South. It’s a higher purchasing 
power in the West. This might also explain why price is not as important criterion 
as quality when buying a base layer product. 
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Merino wool is a natural product. Organic and eco-friendly products are gaining a 
growing support among the German consumers. Maybe especially in the outdoor 
segment, where closeness to nature is important. 
5 Revenues 
Brand Revenues Source 
Icebreaker € 87 000 000 (2010) Sustainable Business 
Oregon (2010 
Smartwool € 73 000 000 (2009) Explore 
Steamboat(2010) 
Devold € 22 7000 000 (2010) Devold 
Ulvang € 11 000 000 (2004)* Groruddalen (2004) 
Woolpower € 10 000 000 (2010) Outside Online (2011) 
Ortovox € 10 000 000 (2009) Sport + Mode (2010) 
Lundhags € 7 500 000 (2009) Allabolag.se (2011) 
Kaikkialla € 7 000 000 assumption -- 
 
 
 
 
 
 
 
 
 
 
 
